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Clements Mfg. Co., 
124 Clements Bldg. 
6650 S. Narragansett Ave., 
Chicago, Hlinois. 

Send information, prices, etec., of the 
cleaners checked below: 










7 | CADILLAC [|] Clements 
] Sterling [|] Jewel [] Hand Cleaner 
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THE 
MAGAZINE 
OF ELECTRICAL 
DISTRIBUTION 


LECTRICAL WHOLESALING is 

a magazine for both ex- 
ecutives and salesmen of elec- 
trical wholesalers’ and spe- 
cialty distributors. 


For 12 years the editorial 
efforts of THE JopBER’s SALES- 
MAN have been directed to 
sales and management prob- 
lems of electrical wholesalers. 
This service is now continued 
and extended by ELEcrricaL 
W HOLESALING. 


Also, with a keen apprecia- 
tion of the problems facing 
the electrical specialty dis- 
tributor, ELectricaL WHOLE- 
SALING renders him a special- 
ized editorial service in the 
Appliance Distribution Sec- 
tion, 


The news columns, always 
an important feature of THE 
Jopper’s SALESMAN, are now 
extended to include specialty 
distributors as well as elec- 
trical wholesalers. 


Subscription: U. S., $1; 

Canada, $2, including 

duty. All other countries, 
$1.50 per year, 


Entered as second class 
matter January 25, 1932, 
at the postoffice at Chi- 
cago, Illinois, under the 
Act of March 3, 1879. 


Copyright 1932— 
Electrical Trade 
Publishing Co. 
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Here's Quality Merchandise 
rryyy Utd Price --- 


OU know Burgess’ quality. Your customers know it. 

They have seen Burgess Products advertised for years. 
Now your customers can get genuine Burgess Flashlight 
cases at the same identical prices which they have been 
is paying for “unknown” cases. 

The broadbeam type cases are 49c. Focusing type: 
75c. Batteries are extra, of course. You make a sub- 
stantial profit on the cases, and your usual liberal 
margin on the Burgess Uni-cel Flashlight Batteries. 

The cases are packed in practical displays. Displays 
that will fit “open” counters ...on your shelves... in 
your windows. Displays which have been designed 
scientifically... from the standpoint of colors... to 
ATTRACT THE EYE. They do! They draw attention. The low 
price of the cases arouses interest. More sales for you, 
that’s certain. 






This booklet contains a series of 

articles written by John T. Flynn BURGESS BATTERY COMPANY 
for Collier's. It is one of the most SALES OFFICES: , 

helpful booklets ever published. NEW YORK: 202 East 44th St. CHICAGO: 111 W. Monroe St. 

It contains facts, not theories. It NEW + " sae eer a Pa 
tells you exactly what other In Canada—Niagara Falls and Winnipeg 





dealers are doing tomake money 
now. Burgess’ purpose in offer- 
ing you this book is to help you 
devise ways and means of increas- 
ing your general business. It's free! 
Write today sure for your copy. 
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NOTICE—To distributors of electric refrigeration 
and others who are considering entering this field 


Do You Want the “LOW-DOWN” on 


Electric Refrigeration? 





220 of the country's leading distributors have furnished our Executive 
Offices with pertinent answers on 24 very important questions. They 
represent a true cross-section of the United States, having replied from 
120 cities—42 states—representing |7 nationally known manufacturers. 
The summary of these replies in complete but compact form is the most 
valuable information you could possible secure on the refrigeration field. 
The returns for each individual line represented in the survey have 
been summarized, thus giving a true picture of individual conditions. In 
order to respect the confidence of those replying, no names have been 
used. 


Can You Afford to be Wrong? 


Copies of the complete recapitulation, distributors’ comments together 
with photostatic prints of the individual summaries are available only to 
members of our association. In order to qualify for membership, you 
must be a recognized distributor in the Refrigeration, Electrical or Radio 


Fields. 


Simply indicate your desire to affiliate—enclose a check for $50.00 
covering one full year's dues (effective April Ist, 1932) and mail it to our 
Executive Offices. If you do not feel that this survey alone is worth more 
than your membership dues, return it within five days and we will refund 
your money at your request. 





NATIONAL ASSOCIATION of 
RADIO, REFRIGERATION and 


ELECTRICAL DISTRIBUTORS 
INC. 


32 West Randolph St. 
CHICAGO 








H. G. ERSTROM, Executive Vice-President 














Will Refrigeration Manufacturers 
Be Stampeded ? 


frigerators devoted years of research by 

trained engineers to the development of 
a quality product which could profitably be 
marketed at a price within reach of the 
public. 


Lise older manufacturers of electric re- 


As a consequence the industry has pros- 
pered exceedingly. Record sales in 1931, a 
year when general business was badly off, 
have attracted and are still attracting a 


veritable host of new manufacturers to this 
field. 


These newcomers are of two types. Some 
are experienced manufacturers of other 
lines, their names stand for quality products 
in the minds of the public. They have spent 
many months of engineering research in the 
development of their refrigeration lines. 
Their products are being sold at a price con- 
sistent with the quality necessary for ade- 
quate performance, a price which affords a 
fair profit to manufacturer, distributor and 
dealer. 


THER manufacturers have rushed into 
the field with only a price appeal. In 
some cases they merely purchase a compres- 
sor and a box, and install one in the other. 
Their product has not been engineered. 
They are totally without experience as to 
the quality necessary for satisfactory opera- 
tion. They are ignorant of the cost of mar- 
keting refrigerators. They are, in many 
cases, by-passing the distributor in an effort 
to reduce selling costs. Their dealers will, 
in all probability, face serious service prob- 
lems. This type of manufacturer, we pre- 
dict, will eventually fall by the wayside, 
leaving behind him only “orphaned” instal- 
lations and bankrupt dealers. 


The radio industry was demoralized very 
largely by the manufacturers themselves. 
There is a grave danger that the same thing 
will happen in refrigeration. The history of 
radio is typical of any industry which sud- 
denly catches the public fancy and becomes 
unusually profitable. 


Refrigeration deals with safety, with 
health, and even with life itself. It is a seri- 
ous matter when the baby’s milk is spoiled 
on a hot midsummer’s day due to failure of 
the electric refrigerator. 


7. public is not engineering-minded, but 
it is fair minded. It cannot be criticized 
for buying refrigerators on a price basis 
unless it is told these things, unless it is edu- 
cated to look for values. 


Refrigeration will avoid the pitfalls ex- 
perienced by radio provided only that estab- 
lished manufacturers who are today the 
backbone of the industry refuse to be stam- 
peded into meeting the new price competi- 
tion on a price basis. 


We believe these manufacturers will fol- 
low a sane policy of selling only at the low- 
est prices consistent with that quality of 
product which will give satisfactory and 
economical performance, and consistent with 
fair profits for themselves, their distributors 
and their dealers. And, furthermore, we be- 
lieve they will devote their promotional 
efforts to making the public conscious of 
refrigerator values. 


If such a policy is followed, the industry 
may look forward to continued prosperity. 
If the price stampede of radio is repeated by 
refrigeration manufacturers, only chaos can 
result. 
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The “Spark” test— 


another guarantee of quality 











these six that your contrac- 
tor customers use every day: 


Rubber-Covered Wire 
ABC Armored Cable 
Flexible Steel Conduit 
Duraduct Loom 
Durax Sheathed Cable 
Flexible Cords 


Part of the battery of “spark machines” in Anaconda’s mills. 


Every foot of Anaconda Rubber-covered Wire is sub- 
jected to the “spark” test which detects the slightest 
flaw in the insulation. This and other exacting tests 


- 
are your assurance that Anaconda products are ANACONDA 
: ’ , from mine te con U 
always well over the Underwriters’ requirements. Ce 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Princival Cities 
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Live- Wire Pete 


Solves the Small Order Problem 


//qy TELL you it can’t be done,” the boss chirped 
| when I ease into him the idea of placing a mini- 
mum order on all deliveries made to customers. 
“That stuff about minimum orders,” he continues, wav- 
ing his paws in the air as an aid to convincing speech, 
“that stuff is all right for an after dinner speech at the 
Electrical Association where some sap competitor might 
fall for it but say—these big companies expect service 
on small orders and we have got to give it to them 
because these large outfits could give us a lot of busi- 
ness.” 

“ ‘Could,’ is right,” I crack back, and the boss, seeing 
that he is on his way to lose an argument, slaps his hat 
on his head and walks out to lunch. 

Well, if there is anything that burns me up it is to 
have a guy walk out on me when he sees he is going to 
lose out in a chin frolic, and the more I thought about 
it the madder I get, in fact I am getting ready to mix 
shredded rubber in his smoking tobacco when the 
phone rings. 

It is that jaundiced-eyed purchasing agent 
from the Great Northern on the wire, and he 
is wanting a couple of carbon brushes for a 
motor—and must have them right away. 

I am all steamed up by now but remembering 
that the customer should always be treated 
courteously, I content myself by asking him 
why in blazes he didn’t have a few extra 
brushes around the place. 

He explains that on account of hard times 
they are not loading up on surplus stock. 

Now I am the last one in the world to have a 
row with anybody, but that guy would have done 
better to try to borrow a beefsteak off a hungry 
tiger than to pull that line, so I asked him 
should we rush out our two-ton truck with a 
45-cent order for him and then wait 30 days for 
our money. If he wants to send a boy in for the 
goods it will be jake, but other- 
wise, no business. After I get 
this off my chest it was quiet for 
a few moments and I can hear 
the guy at the other end of the 
wire clicking his Adam’s apple 
and trying to get organized. I 
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By WALTER J. HOLMES 


figure nobody has been so frank with him since he 
fumbled a pass on the college scrub team. Then he gits 
going and what he tells me has me easing the receiver 
on the hook and tip-toeing out of the office. 

Things are in a pretty bad way with that account and 
when I calm down I admit to myself that it is the boss’s 
privilege to sass back his own customers. 

Well, I give the outfit a couple of days to cool off 
and then barge into their joint, but first I think I had 
better see Jake, the chief engineer, (Turn to page 19) 





ig) 
































+ 


OO 





Pete lams out and smokes 

a couple of cigarettes while 

the P. A. and Jake go into 
huddle 











When The Reinert Electric Co. 
Cleaned House-- 


An Interview with 


EARL FRANK 


trical wholesalers during the depression period of 

the last two years are so startling in their radical 
difference from the old moss-grown methods that many 
a wholesaler finds it difficult to visualize the reasons for 
such success. 

For instance, the Reinert Electric Co., of Allentown, 
Pa., was traveling three salesmen to maintain contact 
with the electrical dealers and contractors in its terri- 
tory, and these three men had been able to develop 68 
regular customers and a small number of floating cus- 
tomers who bought here and there, now and then. 

When the bottom began to drop out of the building 
and contracting business these salesmen returned with 
tales of woe and no orders. Great gobs of gloom every- 
where. They actually discouraged business by carrying 
their hard luck stories from customer to customer. And 
for all this the firm paid them salaries and expenses. 

Something had to be done. It was an intolerable 
condition. No firm could continue under such a handi- 
cap. But what to do? 

“We can’t carry the overhead without the business,” 
remarked Earl Frank, secretary and treasurer, to A. W. 
Reinert, president of the firm. “We might as well dis- 
charge the salesmen and eliminate that expense.” 

“What then?” asked Reinert. “How can we expect 
to get any business without going after it? How many 
of our customers will buy from us after that?” 

“T’ll hustle after the trade myself,” replied Earl 
Frank. “I can see all our old customers and probably 
develop some new ones besides.” 

The decision was made. Salesmen were dropped 
from the pay roll. That was two years ago, and in 
those two years this firm has forged ahead until it is 
recognized as one of the leading electrical wholesalers 
in its territory, contacting every responsible dealer and 
contractor within a radius of 50 miles. 

Instead of the original 68 accounts the firm now en- 
joys the clientele of more than 400 buyers, and of these 
80% discount every invoice. 

When Earl Frank was approached for an explanation 
as to how he accomplished the seemingly impossible he 
stated, modestly enough, that he did not wish to “toot 
his own horn.” 

“But why hide your light under a bushel?” he was 
asked. “It might help others who are in the same posi- 
tion in which you found yourself two years ago.” 

“Well,” he admitted, “if our experience is of any ben- 


S« E of the plans that have brought success to elec- 


Non-producing salesmen were fired 


The secretary-treasurer turned sales- 
man 


A survey was made to determine all 
possible customers in the territory 


A new credit policy was adopted and 
a definite limit set for each account, 
and 


A policy of exchanging credit data 
with other wholesalers was adopted 


v 


As a result, the number of customers 
was increased from 68 to over 400 
in two years, and 


Eighty percent of these customers reg- 
ularly discount their bills 


efit to others I don’t mind telling just how we went 
about meeting the conditions that confronted us. In 
the first place, I was determined to work hard, to give 
every ounce of energy to correct previous mistakes. 

“T realized that a radical change was necessary to 
eliminate a number of evils that had been creeping into 
our sales and credit structure. In common with other 
wholesalers we had been careless in the matter of ex- 
tending credit. New accounts were accepted without 
proper investigation. Accounts were allowed to drag 
until they became a liability instead of an asset. 


MANOR credit policy was changed overnight. We fixed 
a maximum credit line for each account, and we 
advised every customer regarding our new plan. For 
instance, if we decided upon a $500 credit limit for a 
certain customer, we told him about it in this manner: 
“Our new policy is to give every customer the best 
possible service; to meet competitive prices or sell lower 
if possible. To this end it is necessary that our cus- 
tomers give us their cooperation. We know that you 
do not care to purchase beyond your requirements, be- 
cause this is unprofitable for two reasons. You will 
not be able to earn the discounts on your purchases and 
an excessive stock of materials will depreciate or be- 
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come obsolete before you have the opportunity to use 
hem. We have made a careful analysis of your monthly 
purchases over a period of time, and on the basis of 
this we are pleased to grant you a line of credit to the 
extent of $500. We feel that this will be ample to meet 
vour present requirements, and by purchasing carefully 
vou will be able to discount every invoice. In fact, we 
feel that every customer should take advantage of the 
profit possibilities in cash discounts that are frequently 
overlooked as being not worth while. They are worth 
while not only in the cold cash they represent, but also 
in improving your credit and financial position.’ ” 

“What was the general reaction to this change?” Mr. 
Frank was asked. “Didn’t it antagonize those custom- 
ers whose credit limit was reduced ?” 

“Our good customers ac- 
cepted it for what it really 
was, an effort to do busi- 
ness on a sound basis. The 
few who objected were 
those whose accounts caused 
us the most annoyance. We 
were no longer willing to 
finance their business on a 


Only 8:40 A. M. by the range clock. A few 
minutes more and Earl Frank will be on his 
way "hustling after the trade" 


have no intention to compete for the business of delin- 
quent accounts. 

“Before we solicit a new account we want to know 
the rating and the paying habits of that dealer or con- 
tractor. If he is well rated, has a good reputation, we 
will solicit his business. If he becomes careless we will 
tell him our requirements. Our margin is too small to 
play with unprofitable accounts.” 

Mr. Frank then went on to explain how he was able 
to develop this business from 68 to more than 400 ac- 
tive accounts; reducing the overhead and more than 
tripling the net income of the business. A list was 
made of every responsible dealer and contractor in the 
territory, and he began to call on each one of them. 
In only a few instances did the first call result in sales, 

























basis of indefinite pay- 
ments. We made them re- 
alize that it was time to put 
their own houses in order 
if they expected us to con- 
tinue the extension of cred- 
it. The result was the 
elimination of a few un- 
profitable accounts which 
really was a benefit to us. 
Some of these dealers are 
buying from us today, but 
on a cash basis.” 

“What method do you 
use to determine the credit 
rating of a new customer, 
Mr. Frank?” 

“If a new customer with- 
out any established credit 
rating comes to us with a request for credit, we suggest 
that he purchase from us on a cash basis for at least 
two months. At the end of that period we are able 
to determine the amount of material used in a month. 
\f he purchases goods for $400 the first month and $200 
the second month, we assume that a credit line of about 
$300 will be sufficient to meet his monthly requirements. 
But when we do grant this amount of credit we are 
careful to explain that payments are due on the tenth 
of the following month for all monthly purchases; that 
he is expected to make payments on this basis and earn 
his discount; that his credit line will not be increased 
until he proves that his volume of business demands it. 
\Ve not only tell him so, but we enforce it. Many of 
these customers who started with us on a cash basis 
continue in that manner. They are proud of the fact 
that they don’t owe anybody. 

“Our iron-clad rule may seem harsh at times, but it 

only good business. There are times when we are 
approached for credit by men who have been dealing 
with other wholesalers, and we are compelled to tell 

em that we have no credit terms to offer them. We 
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but eventually he was able to get most of them started 
and kept them as active customers. 

“Our salesmen had formed the habit of neglecting 
all other dealers except their customers. They no longer 
attempted to open new accounts. They might visit half 
a day with one dealer, selling him a small bill of goods, 
and then call it a day’s work. I didn’t develop the ac- 
counts in that manner. I make as many calls as pos- 
sible each day and cover the territory as frequently as 
possible. I don’t have time to sit down and swap 
stories for hours at a time, and I believe my customers 
respect me for being a business man.” 

Mr. Frank was careful to point out that he hasn’t 
really done anything unusual; that he isn’t a super- 
salesman. He feels that any salesman with energy and 
determination to succeed can do as well, if not better. 
Depressions mean nothing to him. Hard work means 
everything. 

His activities to promote cooperation and foster a 
better understanding among the wholesalers are slowly 
but surely beginning to be appreciated. For a long 
time his proposals met a rebuff (Turn to page 19) 
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A Standard Classification of Commodities 
Handled by Electrical Wholesalers 


F Newt to present day market- 
ing conditions anad designed to 
meet a long existing need, this group- 
ing of commodities has been prepared 
by "Electrical Wholesaling." 


Already endorsed by the Operating 
Committee of the N.E.W.A., by vari- 
ous commodity sections of N.E.M.A., 
and by many individual wholesalers 
and manufacturers, this classification is 
offered to the industry as a standard 


to be followed in securing information 
on wholesalers’ sales, operating costs, 
etc. 


The general adoption of this com- 
modity classification will thus permit 
the comparison of data compiled by 
individual wholesalers, manufacturers, 
trade associations and publications. 
Heretofore, this has been impossible 
in the absence of a generally accepted 
standard grouping of commodities. 











GROUP “A” 


CONSTRUCTION AND MAINTENANCE MATERIALS (Supplies) 


(a) Rigid Conduit, Elbows and 
Couplings 

(b) Flexible Conduit; Metallic and 
Non-metallic 

(c) Surface Metal Raceways 

(d) Concealed Ducts and Raceways 


(a) Conduit Bodies 
. Conduit Fittings, (b) Boxes and Covers; Outlet, 


. Conduit 


Switch, Metal 
—_ and (c) Armored Cable Fittings 
COSSSONSS (d) Miscellaneous; Locknuts, Bush- 
ings, Hangers, Straps, etc. 
(a) Plug 
. Fuses (b) Enclosed 
(c) Renewable 
(a) Tape; Friction and Rubber 
(b) Insulating Compounds, Paints, 
. Clothes, etc. 
. Miscellaneous (c) Electrical Porcelain; Knobs, 


Tubes, Cleats, etc. 
(d) Miscellaneous; Lamp Guards, 
Solder, Screws, etc. 


(a) Entrance 


. Safety Switches eb od 
and Panelboards (d) Panelboards and Cabinets, ex- 


cept Power Panelboards 


(3) prance Sipe 

( ineman’s 

- Tools (c) Wireman’s 

(d) Portable Electric 


(a) Armored “ABC” Cable 
(b) Rubber Covered Wire 


(c) Weatherproof and Slow Burn- 


ing Wire 


(d) Non-metallic Sheathed Cable 


7. Wire and (e) Lead Covered and Parkway 
Cable Cable 
(f) Power Cable; Paper and Var- 


nished Cambric 


(g) Annunciator and Office Wire 


(h) Bare Wire and Cable 
(i) Cords 


(j) Miscellaneous Wires and Cables 


(a) Brass Sockets 


(b) Porcelain Sockets and Recep- 


tacles 
(c) Lighting Switches 
(d) Convenience Outlets 
(e) Attachment Plugs and Caps 
(f) Face Plates 
(g) Miscellaneous 


8. Wiring Devices 


(a) Poles and Crossarms 
(b) Pole Line Hardware 


9. Outside (c) Power and Distribution Trans- 
Construction (d) Rca erie 
Materials 


Cable Bells, etc. 
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(e) Miscellaneous; Lightning Ar- 
resters, Coke Coils, Potheads, 














GROUP “B” 


10. Industrial and 
Commercial 
Lighting 
Equipment 


. Motors and 
Control 


2. Switchboards 
and 
Accessories 


EQUIPMENT AND APPARATUS 


(a) Commercial Units; Glassware 
and Hangers 


(b) Floodlights 
(c) Reflectors 


(d) Special Purpose Units 
(e) Outdoor Standards 


(f) Street Lighting Fixtures, Traffic 
Signals 


(a) A.C. Motors, 1 H.P. and over 
(b) D.C. Motors, 1 H.P. and over 
(c) Fractional H. P. Motors 

(d) Motor Control 

(e) Power Drives 

(f) Generators, Converters, etc. 


(a) Switchboards and Power Panels 
(b) Circuit Breakers 


(c) Disconnecting and Knife 
Switches 


(d) Bus Bars and Supports 


(e) Meters, Relays, Instrument 
Transformers 


13. 


Telephone and 
Signal 
Equipment 


. Commercial 


Equipment 


. Industrial 


Equipment 


. Ventilating and 


Air-Conditioning 
Equipment 


(a) Annunciators, Bells, Buzzers, 
Gongs, Door Openers, Push 
Buttons, Bell and Signal 
Transformers, etc. 

(b) Alarm and Call Systems; Bur- 
glar, Fire, Hospital, School, 
etc. 

(c) Telephones 


(a) Commercial Cooking Equipment 

(b) Food Grinders, Slicers, Mixers, 
etc. 

(c) Commercial Refrigerators 

(d) Commercial Laundry Equipment 

(e) Miscellaneous Commercial 
Equipment 


(a) Electric Welding Apparatus 

(b) Electric Furnaces 

(c) Electric Ovens 

(d) Industrial Heating Units 

(e) Industrial Heating Devices 

(f) Miscellaneous Industrial Equip- 
ment 


(a) Ventilating Fans and Blowers 
(b) Air-Conditioning Equipment 








GROUP a 


7. Counter 
Merchandise 


8. Electric Clocks 


9. Fans 


nN 


0. Heating 
Appliances 


Ld 


. Incandescent 


Lamps 


22. Oil Burners 


RESALE MERCHANDISE (Specialties) 


(a) Batteries; Dry Cell, Radio, 
Storage 

(b) Cord Sets 

(c) Flashlights ; 
teries 

(d) Decorative Lighting Outfits 

(e) Moulded Specialties; Plugs, etc. 

(f) Miscellaneous 


Cases and Bat- 


(a) Desk and Bracket 

(b) Ceiling and Column 

(c) Ventilating, Household 

(d) Fan Operated Heaters, Portable 


(a) Cookers (660 watt or less) 
(b) Heaters and Radiators 

(c) Heating Pads 

(d) Hot Plates, Grills, etc. 

(e) Irons; Domestic and Laundry 
(f) Percolators 

(g) Toasters 

(h) Waffle Irons 

(i) Other Heating Appliances 


(a) Large 
(b) Miniature 


(a) Household 
(b) Industrial 


ys i 


24. 


25. 
26. 


29. 


30. 


Radio 


Ranges and 
Water Heaters 


Refrigerators 


Residential 
Lighting 
Equipment 


Trains and Toys 


. Vacuum Cleaners 


Washing and 


Ironing Machines 


Other Motor 
Driven 
Appliances 


(a) Receiving Sets 

(b) Home Talking Picture Ma- 
chines 

(c) Radio Tubes 

(d) Loud Speakers (not in sets) 

(e) Radio Accessories and Parts 


(a) Ranges, Domestic 
(b) Water Heaters 


(a) Domestic 


(a) Fixtures 
(b) Portable Lamps 
(c) Sunlamps 


(a) Trains and Accessories 
(b) Other Electric Toys 


(a) Standard Type 
(b) Hand Type 


(a) Clothes Washing Machines 
(b) Ironing Machines 
(c) Drying Equipment, Domestic 


(a) Kitchen Power Units; Beaters, 
Mixers, Extractors, etc. 

(b) Dishwashers 

(c) Floor Polishers 

(d) Utility Motors 

(e) Miscellaneous 
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Group Insurance 


An Effective Means of Establishing Closer Relations 
With a Concern’s Personnel 


VEN the most out-of-date business man knows 
E enough to make a price on quantity lots. And this 

quantity price has spread to the public, so that if 
a person buys shirts or socks, say, by the dozen, he 
expects a reduction for quantity. This form of buying 
has been adapted to the purchase of some of the more 
or less intangibles. One of the more recent of these 
adaptions has been the development of group insurance 
whereby the employes of a single concern, with the co- 
operation of the employer, are able to obtain better 
rates than would be possible if they applied for insur- 
ance as individuals and without sacrificing the quality 
of the protection. ; 

In life insurance and related forms of protection, 
group insurance corresponds to the wholesale distribu- 
tion of merchandise. It is issued for the protection of 
employes of individual business or industrial concerns, 
and is sold on a low-cost, quantity basis. 

While some corporations have group insurance cover- 
ing thousands of employes, its benefits are by no means 
for the large personnel alone, but are just as valuable 
for small groups of employes. In fact, of the thousands 
of business organizations with group insurance programs 
functioning, it is safe to say that a large percentage 
have less than 100 workers on the payroll. 

Briefly stated, group insurance provides blanket pro- 
tection for employes of a single concern, either private 
or corporate, through contract made by the employer 
with the insurance company. At least 75% of the total 
number eligible for the insurance must subscribe to the 
plan before it becomes effective. No medical examina- 
tion is required (except in a very few states) and there 
are no restrictions as to age, oc- 
cupation, or condition of health 


Its appealing quality of low-cost protection has received 
the endorsement of both the employes, who benefit di- 
rectly, and of employers, who, contracting for the insur- 
ance, gain through the goodwill that group insurance 
promotes among the employes and the general public, 
as well as in the increased cooperation it is sure to 
engender among the employes. 

The cooperative group insurance program has become 
popular. Under this arrangement the employer and em- 
ployes share the cost, the latter making weekly or 
monthly contributions, which are deducted from their 
wages, and hence scarcely missed. This payroll deduc- 
tion system, called the “unseen dollar” plan of payment, 
has done much to popularize group insurance. 


NE of the most important features of group insur- 

ance is the wide range of benefits it can be made to 
provide. These include death benefits, monthly pay- 
ments in case of total and permanent disability, weekly 
sick and accident benefits, additional indemnity if death 
occurs from accidental causes, and can be made the 
basis of thrift and pension systems. With such a range 
of protection offered, practically every employee-insur- 
ance requirement of industry can be met by group in- 
surance. 

While it is self evident that the employes benefit from 
group insurance, it is also true that the employers, as 
well, reap no small advantage from its adoption. And 
it is right that they should, for they alone make the 
insurance possible for the workers. They must take 
the initiative. Without their cooperation, group insur- 
ance cannot be installed. They must sign the contracts 
with the insurance companies, and 
agree to pay at least part of the 











just so long as the employee is 
actively at work on the effective 
date of the insurance. 

Its low price and attractive range 
of benefits, together with the ad- 
vantages accruing to employers 
who purchase it, have made group 
insurance an important factor in 
contemporary industrial life. In- 
deed, it has made such an appeal 
to business and industry that 
American life insurance companies 
doing group business have devel- 
oped this branch until there are 
now on their books more than 
$8,300,000,000 of group life in- 
surance. 

The popularity of group insur- 


tection 


In view of the growing interest 
evidenced by electrical whole- 
salers in cooperative group in- 
surance programs, 
Wholesaling" asked a prominent 
insurance company to prepare 
this article outlining the bene- 
fits to be derived from this 
modern form of insurance pro- 


cost, in the case of group life in- 
surance, 

In addition to the increased 
goodwill, loyalty and cooperation 
which it engenders among em- 
ployes, a group insurance pro- 
gram, when adopted through con- 
tract with one of the largest life 
insurance companies, provides a 
number of service advantages of 
direct benefit to the employer. It 
aims to see that both employer and 
employes get the full benefit out 
of the insurance program. It is 
always ready, through specially 
trained experts, to advise and co- 
operate with insured companies 
regarding their special business 


"Electrical 


THE EDITOR 





ance is built on solid foundations. 


(Turn to page 20) 
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Sales Possibilities of 
Built-in Electric Heaters 


Sales of electric heaters by the Associated Electric Co., 
Los Angeles, run from single units to apartment house 
installations of several hundred. All sales are made through 
franchised electrical contractors who specialize on this 


type of equipment 


substantial sum in comparison 
to all the other wiring in the 
building. In the case of apart- 
ment buildings, heating circuits 
become of real significance. 
Following the theory that 
the electrical contractor is the 
logical person to be the direct 
selling factor, Mr. Russell is 
just as firm in the belief that 
certain contractors working 
along specialized lines and 
doing a real job in heater work 
should be protected by the dis- 
tributor against another class 
of contractors who will go in 
and practically give away the 
equipment, or at least give 
away their profit in order to 








get the wiring job. These spe- 








A bathroom heater installation in the new Lighting Exhibit of the 
Electrical Association of Philadelphia. A clock controlled thermostat is 
located in the wall above the heater 


cialized contractors should be 
given preference through an 
arrangement amounting to a 
franchise. The contractor, as 
his part of the program, should 
then not only be competent to 
make the actual installation 
work, but should also actively 
develop his local market for 
this equipment. By protecting 
the franchised contractor to 
the extent of 20% over the 
non-franchised contractor, the 
former has the edge on his 
competitors even when the lat- 
ter attempt to sell at their 
cost. 

It is evident that the distrib- 
utor, in order to carry out 
such a policy, must himself 





have the exclusive distribution 








ELLING electric heaters is a hobby with C. D. 

Russell, president of the Associated Electric Co. of 

Los Angeles. Sales in this line run all the way from 
a single bathroom heater to an apartment house instal- 
lation involving several hundred units. 

One building alone in Los Angeles, the Town House 
Apartments, called for 300 heaters. The logical channel 
for the distribution of electric heaters is through the 
wholesaler to the electrical contractor who makes the 
installation and who, according to Mr. Russell, should 
invariably be brought in as the retailing factor. 

Electrical heater work calls for a selling job where 
technical knowledge is required. The manufacturer can- 
not go far with the public in this respect and the 
power company, Mr. Russell has found, is often sus- 
pected by the public of prejudice. So the electrical con- 
tractor, known to the public and having its confidence, 
is the selling factor to be employed. This is the theory 
on which this wholesaler has based his selling methods. 

Starting with the bathroom heater of 1500 watts as 
the smallest practical unit, special circuit wiring is in- 
volved which in every installation will run into a very 
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of the heater which he sells 

for his own territory. Mr. 
Russell has such an arrangement with his heater manu- 
facturer. In his opinion, it is almost useless for the 
manufacturer of this type of equipment to attempt to 
sell to contractors promiscuously without some kind of 
franchise arrangement. This being the case, the dis- 
tributor with an exclusive arrangement of his own, is 
the only one with sufficiently intimate contact with the 
contractors in his territory to develop contractor spe- 
cialists on electric heaters. 

The regular salesmen of the Associated Wholesale 
Electric Co. are used exclusively in selling to the con- 
tractor. Each one is familiar with the line and its appli- 
cations to the extent that he is a consultant. He is made 
so by a thorough training in the fundamentals of the 
heating problems involved given to him at the start and 
then by constant checking up and quizzing on the part 
of the sales executives. As a consequence every man 
has the ability to do creative work and sell intelligently 
or, in other words, to sales manage his own territory. 

This creative selling involves general missionary work 
among speculative builders, architects and owners. Each 
new building project must be contacted at an early stage. 


13 















WHOLESALING 


Formerly Gre Jobber'’s Salesman 





E. T. ROWLAND, Editor 


We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and effecting operat- 
ing economies. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


Misleading 
Information 





i pe to the manner in which they were compiled 
the statistics on electrical wholesalers in the Census 
of Distribution are, to express it mildly, very mis- 
leading. 

Under the heading “wholesale trade” we find not 
only data on wholesalers, but also on manufacturers’ 





sales offices, manufacturers’ agents, etc. There has 
been no attempt, in the reports already published, to 
separate the lines logically handled by wholesalers from 
generating, transmission, distribution and industrial 
equipment sold direct by manufacturers to utilities and 
industrial plants. 

Data which is labeled ‘‘wholesaler only”, on the other 
hand, is intended to include only legitimate wholesalers 
maintaining their own warehouse stocks. Upon inves- 
tigation we have learned that the General Electric Sup- 
ply Corp. and the Westinghouse Electric Supply Co. 
are not considered as wholesalers, but as manufac- 
turers’ sales branches. With these two large whole- 
salers omitted all ‘“‘wholesaler only” statistics are badly 
thrown out of balance. 

Furthermore, the large number of wholesalers re- 
ported indicates that many concerns, whose business 
is principally retail, have been classed as wholesalers. 
California offers a typical example. The Census re- 
ports 123 electrical wholesalers while our “Verified 
List of Electrical Wholesalers” shows but 38, includ- 
ing all branch houses except General Electric and 
Westinghouse. This variation of 300% indicates still 
further distortion in the Census figures. 

As far as the electrical industry is concerned the 
Census of Distribution, in our opinion, represents a 
most regretable waste of taxpayers’ money. 


v 
Lamp Renewals 
and Lower Rates 


_— drastic declines in commodity prices and 
yith salaries and wages on a much lower level, 
it is not surprising that there is a growing demand on 
the part of the public for reductions in rates by the 
public utilities. In Detroit, for instance, the newspapers 
have launched a strenuous campaign for lower gas, 
electric and telephone rates. 

Fixed charges are high in the central station busi- 
ness. Capital charges, maintenance and the cost of 
meter reading and billing remain nearly constant, re- 
gardless of the number of K. W. H. sold. This, how- 
ever, is something the general public finds it extremely 
difficult to understand. 

We have been told that President Dow of the Detroit 
Edison Co., has met the demands of the newspapers 
with the statement that his company cannot possibly 
reduce its rates unless its consumers are willing to 
forego free renewal service on lamps and fuses. It 
remains to be seen whether or not lamp renewals will 
be abolished in Detroit as a result. 

Before a utility could do way with lamp renewals, 
its entire rate schedule would have to be re-written to 
eliminate lamps as an element of its operating cost. 
Furthermore, in many cases, franchises and charters 
would have to be amended by legislative action. It is 
not surprising, therefore, that many utilities have 
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adopted a latsses-faire attitude towards their free re- 
newal policy. 

With the public in its present frame of mind, how- 
ever, it would seem that the necessary charter revisions 
could be readily secured and that the lower rates re- 
sulting from the discontinuance of free renewals would 
build a tremendous amount of good-will towards the 
utility on the part of its consumers, to say nothing of 
the electrical wholesalers and dealers. 

Let us suppose that a poll of utility customers were 
taken on the following: 

“At the present time a portion of your bill for elec- 
tric service represents the cost of new lamps which we 
exchange for those which have burned out. You are 
now paying your proportionate share of this cost re- 
gardless of whether or not you avail yourself of our 
free renewal service. 

“In view of this fact do you wish :— 

1. To continue to pay the existing rates for electric 
service and to save your burned out bulbs and carry 
them to our nearest store for replacement? Or would 
you prefer ;— 

2. To pay a rate of 1/? cent per K.W.H. less for 
electric service and to purchase lamps as you need 
them from your most convenient neighborhood mer- 
chant at the usual retail price of from 15 cents per 
lamp up, depending upon the size?” 

The replies, we believe, would be overwhelmingly in 
favor of the “most convenient neighborhood mer- 
chant.” Legislators would lose no time in amending 
the charter to meet the expressed desires of the public. 
The prestige of the utility with its consumers would 
be enhanced, the clamor for lower rates would be 
appeased, and the local distributors of incandescent 
lamps would receive many thousands of dollars of 
lamp business which rightfully belongs to them, 


v 
Approved 
Appliances 


| searching for new products to utilize idle factory 
space many manufacturers already established in other 
lines, have entered the electrical appliance field and are 
seeking both wholesale and retail outlets for their lines. 

These new appliances are unknown, untried, and in 
some cases are not only sub-standard, but unsafe. It is 
only natural that the trade is skeptical of their merits. 

For some time the need has been recognized for a 
central bureau for testing and approving all types of 
electrical appliances and for establishing minimum 
standards of quality and performance. 

The Joint Merchandising Committee, realizing the 
necessity for accomplishing this work on a national 
basis, has accepted the task and has arranged with 
the Electrical Testing Laboratories to do the actual 
testing for them. The stamp of approval of this com- 
mittee should thus become a safeguard to distributors, 


dealers and the public against appliances of doubtful 
merit. 


A Standard 
Commodity Classification 


EADERS of THE JopBer’s SALESMAN have un- 

doubtedly noticed the revised list of commodities 
which appears on the Market Report page of ELec- 
TRICAL WHOLESALING. Recognizing that the list for- 
merly used had become obsolete we endeavored to 
locate a complete, up-to-date list of the various lines 
handled by electrical distributors. We turned to the 
Department of Commerce and found that they not only 
had no standard list, but were actually using three 
totally different classifications in their various bureaus. 
Next we approached each of the three national houses 
and found each using its own list of commodities for 
its sales and other reports. 

From this investigation it was quite apparent that 
there was a need for a classification of products 
handled by wholesalers which would be recognized as 
standard and have the approval of all connected with 
this branch of the electrical industry. 

A suggested list was therefore developed by our 
staff which contained 30 key lines divided into three 
groups; supplies, apparatus and appliances. This list 
was adopted for our monthly Market Report the first 
of the year. It was also submitted for criticism to the 
Operating Committee of N.E.W.A., the various com- 
modity sections of N.E.M.A., to the three national 
wholesalers and to many independent manufacturers 
and distributors. 

Many constructive suggestions were received and in- 
corporated in a revised classification which appears on 
pages 10 and 11 of this issue. 

Business policies today are determined by facts more 
than ever before. Fact-finding has thus become essen- 
tial to business executives of small as well as large 
organizations. True comparisons cannot be had of 
facts derived from various sources unless they are 
compiled and reported on the same basis. Sales data, 
for example, cannot be compared if armored cable is 
included under “conduit” in one report and under 
“wire and cable” in another. 

Sooner or later, further studies of wholesalers’ costs 
on separate commodities, similar to the recent Dis- 
tribution Cost Study of the Department of Commerce, 
will undoubtedly be undertaken. If these studies are 
made by more than one agency the results cannot be 
compared unless the same grouping of commodities is 
followed in every case. 

ELECTRICAL WHOLESALING, therefore, presents to 
the industry this commodity classification with the hope 
that it will be adopted as a standard. Regardless of 
their source, sales data, operating costs and all other 
facts having to do with commodities will then be 
readily comparable. 


v 
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Men You Should Know 


C. H. ALBEE 


Manager, Electrical Dept. 
The C. S. Mersick & Co., New Haven, Conn. 


HIS story should logically start 
in 1908 when Charles H. Albee 


had been employed by the C. S.- 


Mersick & Co., New Haven, for a 
period of about 10 years. 

It was then that Mr. Albee gave 
deep consideration to a problem and 
found an answer. The problem was 
the usual one of finding a way to 
advancement. The main obstacle 
seemed to be that those holding the 
more desirable positions were attend- 
ing to their duties in a very satisfac- 
tory manner. Moreover, they ap- 
peared to be in the best of health, 
and there was every reason to believe 
that they would enjoy many long ac- 
tive years of service in the company. 
This, of course, was quite discourag- 
ing to a young man looking for ad- 
vancement in the near future. 

The result of this analysis by Mr. 
Albee led him to the office of the 
president where he discussed the op- 
portunities the firm had in opening 
an electrical department, the under- 
standing being, of course, that he, 
Mr. Albee, should, for the time being, 
constitute the staff of the electrical 
department. 

After some consideration the mem- 
bers of the firm decided to adopt the 
plan and Mr. Albee was soon pre- 
siding behind a counter space, 4 x 16 
ft. constructed of planks and empty 
boxes, 

The stock of bells, annunciators, 
buttons and the more commonly 
called-for electrical items were sup- 
plied and the rest was up to Mr. 
Albee. The success of this idea is 
indicated by the fact that the firm 
now has 41 employees engaged in the 
purchase and sale of electrical goods, 
not to mention those in the general 
office who work in the interest of all 
departments of the firm. 

One reason for this was that Mr. 
Albee saw a greater future in the 
business than bells and buttons. He 
could see the shift that was shortly 
to take place from steam driven shaft 
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A Business 
Built on Confidence 


drives to electrically- 
operated machines and 
he planned ahead for 
the coming of the indi- 
vidual motor driven 
machine tools. 

He also gave thought 
to the army of young 
men who were to be- 
come electrical contrac- 
tors in that territory. 
He made it his business 
to know these boys who 
were graduating from 
electrical trade schools 
and the men working 
for contractors who 
would probably soon be in business 
for themselves. In many cases he 
was able to help these young men 
who were entering a field which at 
that time offered plenty of work for 
everyone, 


FTEN these young contractors 

lacked capital and when that was 
all that stood between them anda good 
contract, he advanced credit in a 
seemingly reckless manner. The con- 
tractors who were so favored in their 
early days have naturally not forgot- 
ten that good turn and are now 
among the staunch loyal customers 
of today. 

This lending of the helping hand 
by the firm through Mr. Albee has 
given the C. S. Mersick & Co. a solid 
basis of goodwill that has served 
them well in the years that followed. 
It is interesting to note that in ex- 
tending this help to young contractors 
when there was really a need for 
more firms in the industry the com- 
pany did not lose a penny in bad 
accounts. 

To add to his knowledge of the 
uses of electricity in industrial plants 
Mr. Albee took every opportunity to 
make plant inspections, not only with 
a view to seeing how he could supply 
them with the goods he sold, but of 
studying the possible market for 


Under Mr. Albee's direction the elec- 
trical department of the C. S. Mersick 
& Co. has grown from one man (him- 
self) to the present personnel of 41. 
This growth has been built on confi- 
dence—confidence both in the future 
of the electrical supply business and in 
the honesty of customers. "'It is better 
to be fooled once in a while than never 
to trust anybody," says Mr. Albee 


goods he might add to the stock al- 
ready carried. 

It was during the World War 
when prices were skyrocketing that 
we have a good example of Mr. Al- 
bee’s policies in the matter of helping 
the other fellow. In this instance it 
was a source of supply. The supplier 
had unfortunately contracted to sup- 
ply an item at a price which, in con- 
sideration of later increases in cost, 
would have been ruinous. 


R. ALBEE called on this man 

and learned that he would be 
bankrupt long before finishing his 
present contract. Something had to 
be done to keep this man in business 
and Mr. Albee started the ball rolling. 
He wrote a letter to this supplier stat- 
ing that in view of the circumstances 
his company would be willing to take 
one half the goods contracted for at 
the contract price, the other half 
they would accept at the market price. 
The supplier took this letter to 
others have (Turn to page 20) 
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Manager Electrical Dept., The C. S. Mersick & Co., New Haven, Conn. 
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THE JOSELYN MEMORIAL, 
OMAHA i 


Considered one of the most a 
beautiful buildings in the world 
ome ecent xamp es Oo this art museum was recently 
completed at a cost of over 
three million. It is flood lighted 
with six-1000 watt and six-750 


® ma watt units mounted in groups 
of three on 50 ft. ornamental 
OO Ig Ing steel poles 
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A SWIMMING POOL IN THE 
DESERT 


Waterfall in rear of wading 
pool, G. E. Novalux Fountain 
and corner of swimming pool 
> Arizona-Biltmore Hotel 


art 





ARIZONA-BILTMORE HOTEL 

With the swimming pool and 

illuminated fountain in the 
foreground 
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CASCADE LIGHTING 
Painting by H. M. Mott-Smith of proposed 
lighting development of Prado-El Capitan, 
Jackson, Mich. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Live-Wire Pete Solves the 
Small Order Problem 


(Continued from page 7) 


Jake is smoking a hard bitten corn 
cob pipe and reading the comic sec- 
tion of last week’s Sunday paper 
when I get there. 


“Say, yuh big egg,” he blurts, 
“what did you do to our purchasing 
agent? You couldn’t send him files 
in Sing Sing now.” 

“Too bad,” I says. “Well, I just 
dropped in for old times sake.” Then 
I unwrap a box I had under my arm 
and pull out a funny looking doo- 
jigger. 

“What’s that?” he wants to know. 

“Your firm is not a prospect, but 
I’ll do you a favor and explain it,” 
I grins. “It’s a magnetic counter 
with remote control, so that birds 
like you can sit in an office and keep 
an eye on production all over the 
plant. Of course, you won’t have it 
in this plant because your firm is not 
doing business with us any more, 
and we happen to be the only dis- 
tributors of this device in the terri- 
tory.” 


Then I tell him how they have 
just installed them at the Thompson 
plant, and about the results they are 
having with them. But whenever he 
lets a hint about buying some of 
them, I edge off him like he had hali- 
tosis. And all the time I am working 
him up till his mouth is watering for 
those darn magnetic counters. 


Finally he can’t stand it no longer 
and he wants to know my side of the 
story on the minimum order fracas. 
I tell him, explaining that there is no 
justice in losing money on one trans- 
action or customer, and then sticking 
the loss on some poor sap, or maybe 
on their own firm when there was 
a chance to cut a piece of throat. 


He sees reason and we call on the 
purchasing agent but the P. A. is ina 
fine mood for a good fight, so I give 
him one. 

“You're giving the local firms a lot 
of two for a quarter business that is 
carried at a loss in the hope that you 
will give us some of the gravy,” I 
charge. “In the past two months we 
have made 16 deliveries to you of 
goods billed at less than $2.” Then 
figuring that our goose is pretty well 
browned by this time, I add “We 
have quit accepting retail orders at 
wholesale prices.” 





Weekly Meetings Help Salesmen: The Belmont Corp. of Minneapolis holds 
regular weekly meetings for the discussion of sales problems and new products 
under consideration by the firm. With the exception of George Michel, president 
of the company, and two others who were unable to attend the meeting, those 
present were: Ray Bauman; George Kaufman; E. L, Fuller; M. L. Pirtle; L. C. 
Sarles, sales manager; Harold Benjamin, and Clarence Nelson. 





He barks back that there are other 
wholesalers in town. 

I admit that but assure him that 
none of them have this magnetic 
counter which I hoist out of my 
pocket and toss on his desk. Now if 
there is anything that will bring this 
old crab up short on his haunches, it 
is some new device that he doesn’t 
understand. 

“What’s that?” he snorts. 

“Excuse me, gents,” I says, “gotta 
move my car before I get a ticket.” 
Then I lam out and smoke two 
cigarettes. 

When I get back to the field of 
honor, the P. A. and Jake are in a 
huddle and Jake is telling him what 
a swell thing it would be to have 
magnetic counters, so he could keep 
tab on the whole plant from his office. 

“Well,” the P. A. growls when he 
pipes me, “we are going to cut you 
practically off our books in the 
future, but with just an occasional 
order. In this case—ahem—we will 
install your counters throughout our 
plant, but only because they are 
necessary.” 

“Yes, sir,” I tell him very meek. 

But when I get outside I laugh 
until I rip a button off my vest. No 
more business with this firm except 
very necessary items. But next week 
and the week after I will have some 
other profitable necessary item that 
will make a worthwhile sale. And 
any competitor who is satisfied to do 
it, can bump down to their plant 
with a 45 cent order. 


When the Reinert Co. Cleaned 
House 
(Continued from page 9) 


from his competitors. When he of- 
fered to exchange credit informa- 
tion; to give the actual ledger ex- 
periences of his firm with dealers 
and contractors, providing other firms 
would reciprocate, his competitors 
scented a “nigger in the woodpile.” 
Such a thing was unheard of in local 
wholesale circles. ‘Probably he is 
trying to steal our customers,” they 
thought. 

3ut he kept plugging along, select- 
ing the good and rejecting the bad 
customers. It was almost uncanny 
how unerringly he separated the two 
classes, taking the one and leaving 
the undesirables to others. Now 
comes the realization that he was 
offering favors instead of asking for 
them when an exchange of ledger 
information was proposed. 

“This interchange of ledger ex- 
periences among competitive whole- 
salers in every locality may sound 
like idealism,” said Frank, “but it is 
the one thing that will save many of 


them. It will come eventually, of 
course. For many it will be too late. 
Every irresponsible contractor or 


dealer, every beat and cheat, will take 
every cent of credit offered by the 
careless wholesaler, and he will have 
no way to obtain payment. You 
can’t get blood from a turnip. For 
that type of wholesaler it will be just 
too bad.” 














































20 





ELECTRICAL WHOLESALING 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





They Believe in Preparedness: Keeping 
cool will be easy for the girls at the 
Lindley Electric Co., Philadelphia. Miss 
Moran and Miss Morresey of the office 
force are seen getting ready to take the 
air from an industrial plant fan. 


General Electric Announces New 
Photoflood Lamp 


A new photographic light source, 
the Mazda photoflood lamp, designed 
especially for amateur motion picture 
photography and time exposures, has 
been announced by the Incandescent 
Lamp Department of General Elec- 
tric Co., at Nela Park, Cleveland, O. 

The new lamp, which burns on 
regular lighting circuits of 105 to 
125 volts, resembles the standard 60- 
watt inside-frosted Mazda lamp in 
bulb size and appearance. Its ex- 
tremely high operating efficiency 
causes its photographic effectiveness 
to be approximately that of a 750- 
watt general service lamp and results 
in comparatively short lamp life— 
120 minutes at 115 volts. Five lamps 
fully load one circuit. 


The photoflood lamp makes it pos- 
sible for the amateur to obviate the 
costly failures which have attended 
some of his indoor motion picture 
photography in the past and will en- 
able him to obtain satisfactory re- 
sults even with inexpensive cameras. 
Both amateur and professional pho- 
tographers will find the new lamp 
an ideal source of illumination for 
time exposures. 

For best results the photoflood 
lamp should be operated in reflectors 
designed for photographic service. In 
the absence of such reflecting equip- 
ment, lamps may be used in the reg- 
ular ceiling fixtures and _ portable 
lamps. 

With this lamp to complement the 
photoflash lamp, which is more suit- 


able for action snapshots, amateur 
and professional photographers now 
have at their command light sources 
that meet the majority of photo- 
grapic requirements. 

The list price of the new Mazda 
photoflood lamp is 35 cents. 


v 
Wholesalers Handle One-Third 
of Manufactured Products 


According to a bulletin issued by 
the United States Department of 
Commerce, manufacturers, during 
1929, sold a third of their output to 
uncontrolled wholesale merchants; 
one-fourth to industrial and other 
large consumers, and _ one-sixth 
through manufacturers’ own whole- 
sale branches. Sales direct to retail- 
ers account for about one-fifth of the 


total. 
Manufacturers’ agents, _ selling 
agents, brokers and commission 


houses handle less than one-tenth of 
the total output of manufacturers’ 
establishments. 
Vv 
Electric Heat for Plant 
Propagation 

The use of electricity for heating 
hotbeds on Illinois truck and nursery 
farms has increased 300% in the last 
year, according to Richard Boonstra, 
agricultural engineer for the Public 
Service Co. of Northern Illinois. 

He says that in the territory served 
by his company more than 4,000 feet 
of electric heating cable is being used 
for seed germination, propagating, 
cutting bench and outdoor hotbeds. 


Group Insurance 
(Continued from page 12) 
problems, and when requested to do 
so, will make specific surveys regard- 
ing problems submitted them em- 
bodied in confidential reports for the 

use of the organization interested. 

A visiting nurse service is main- 
tained by the same insurance com- 
pany in more than 4,000 communi- 
ties of the United States and Canada. 
Its facilities are offered free of cost 
to all group-insured employes resid- 
ing in localities where the service 
functions. 


Whatever may be said or written 
about group insurance, there is one 
outstanding fact which testifies to its 
tremendous popularity. More than 
5,000,000 workers are protected un- 
der group life insurance contracts is- 
sued by American life insurance 
companies. 

od 


Men You Should Know 
(Continued from page 16) 
contracts. The rest influenced by Mr. 
Albee’s stand in the matter, also 
made the same agreement. Because 
of this the supplier was able to con- 
tinue in business and the wholesalers 
were assured of a dependable source 

of supply. 

Summing it up, it appears that Mr. 
Albee’s success is based on vision 
that enabled him to see the future of 
the electrical business plus honesty, 
square dealing and an eagerness to 
extend a helping hand to the fellow 
in distress. 








Winner in"Brighten Up" Contest:—W. M. States, Chicago sales manager of Edi- 
son Mazda lamps is awarding to J. B. Johnson, salesman of the Swords Electric 
Co., Rockford, Ill., a check for the price of a Plymouth sedan, the second grand 
prize in the wholesaler’s salesman division of the recently completed “Brighten 
Up” contest. It is interesting to note that one of Mr. Johnson’s retail dealers, 
Herbert H. Vierck of Rockford, IIl., won the first grand prize in the agents group 
and was awarded a Graham Blue Streak automobile. 
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Why Shouldn’t | Build om 


and Good Will...by Boosting £a 
THIS MODERN FUSE? 





O say salesmen who are alert to the demands 
of their customers for lower cost of production 
and more efficient operation. 


They know that BUSS SUPER-LAG Fuses can 
help them build good will and make profit be- 
cause they fill a long felt need for a fuse that 
will blow safely to protect equipment yet has 
a time-lag long enough to hold many of the harm- 
less or momentary overloads that occur in all 
electrical circuits. 


What fuse user will not be glad to have you 
show him how he can reduce costly and needless 
shutdowns; prevent machines from stalling and 
workers standing idle; keep lights glowing and 
production at peak? Surely every fuse user will 
be glad to learn of this new fuse. 


Why not get your sales story “down pat” by referring 
frequently to the valuable information given on the BUSS f 
discount sheet— or get your Sales Manager to obtain the 4 
complete facts, in eae booklet form, for you to show 
your customers. : 





A One piece 600 Amp. 

250 volt link. Note 
the “’Lag-Plates.”” 
They are what 


— Y = ‘ make the dif- 
Y ae ference. 













BUSSMANN MANUFACTURING CO.: - ST. LOUIS, MO 


A Division of the McGraw Electric Company - U Se 
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At Last — Modernized Bells and Buzzers 


OOR bells were one of the princi- 

pal lines of the first electrical 
supply jobbers and in spite of the 
many improvements and developments 
in other lines, bells and buzzers have 
changed but little since the time when 
the electrical contractor advertised 
himself as a “bell hanger.” 





Typical Old Style Installation 


Bells and buzzers have remained 
“carbuncles on the wall,” unsightly 
dust collectors for whose operation a 
special circuit of bell wire was usually 
run from the basement. Because of 
the ease of installing this low tension 
equipment electrical wholesalers, in 
recent years, have seen an increasing 
volume of this business go through 
chain stores and hardware channels. 





The Same Devices, Flush Style, 
Plus a Convenience Outlet 


The announcement by Edwards & 
Co. of a radical change in both the 
design and method of installation of 
this low tension signal equipment 
makes the bell and buzzer now a defi- 
nite part of the 110 volt wiring sys- 
tem. Furthermore, their new “Flush- 
call” line immediately makes out-of- 
date the millions of these devices of 
the “carbuncle” type now in service. 





The Same Installation 
with Face Plate Removed 


This new line, including trans- 
former, is housed in standard gang 
switch boxes using standard plates 
and covers, Each unit occupies a 


single gang. When installed, louvres 
on the front of each device are directly 
beneath the opening of the standard 
toggle switch plate. 


4¢ 


Each Device Occupies a Single 
Gang of Standard Box 





Convenience outlets, switches and 
hull’s eyes may also be installed in 
the same box. When this is done an 
extra 110 volt circuit for the trans- 
former is not required. By locating 
the transformer beside the bell low 
tension wiring is confined to the 
shortest distance between bell and 
push button. Basement circuits where 
dampness may affect annunciator 
wire are thus eliminated. 


serene a 
hy. 


j 
} 
j 
f 
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Compact Flush Annunciator 


The line includes the ‘“Ringcall” 
(bell), “Buzacall” (buzzer), “Tucall” 
(combination), Melocall (servants 
call) ‘‘Powacall”’ (transformer) and 
“Toglepush.” The “Annunciatte” for 
visable calls completes the line. This 
is a small eight drop flush standard 
unit that replaces the old-fashioned 
surface annunciator at no greater 
cost. It mounts directly in a wall 
case, three inches deep, and is sup- 
plied with an envelope containing 85 
different indications in legible white 
letters on a black background. These 
meet conditions found in residences, 
apartments, bank offices, etc., and 
avoid the delay and expense of se- 
curing special markings. 

v 


C. E. Allen Now Western 
Supervisor for "Hotpoint" 
Edison General Electric Appliance 
Co., Inc., has announced the appoint- 
ment of C. E. Allen as supervisor of 
General Electric “Hotpoint” water 
heaters for the states of Utah, Ari- 
zona, Nevada, California and western 
New Mexico with headquarters at 
846 Russ Bldg., San Francisco. 


Announce General Illumination 
Course at Nela Park 

A general course in Illumination 
will be held April 4 to 8 at the Gen- 
eral Electric Lighting Institute, Nela 
Park, Cleveland, O. 

While the course will cover much 
the same material as previous gen- 
eral lighting conferences, special em- 
phasis will be given in the program 
to the commercial lighting fields, such 
as store lighting, gas station light- 
ing, etc., which are less influenced 
by general business conditions than 
industrial, street lighting, and other 
fields of that nature. 


Vv 
Worth Reading 


The wholesale grocer faces many 
problems which also confront the 
electrical wholesaler. For that rea- 
son these following booklets, telling 
how individual wholesale grocers 
have met important problems should 
be of interest to electrical whole- 
salers. 

Stock CONTROL FOR THE WHOLE- 
SALE Grocer. A discussion of three 
methods of stock control: physical 
inspection, physical inventory and 
perpetual inventory. 

SALESMEN AND SELLING AMONG 
WHOLESALE Grocers. The selection, 
training and retirement of salesmen, 
building up sales, cultivation of cus- 
tomers, number of salesmen’s calls, 
control of salesmen’s expenses. 

REDUCING SELLING Costs AMONG 
WHOLESALE Grocers. Methods of 
attacking the small order problem, 
need of commodity and territorial 
cost studies. 

Copies of these booklets may be 
obtained without charge from the 
Policyholders Service Bureau of the 
Metropolitan Life Insurance Co., 
One Madison Ave., New York City. 


7 


Electricity on the Farm 

The Committee on the Relation of 
Electricity to Agriculture, 1120 Gar- 
land Bldg., Chicago, has recently pub- 
lished a revised edition of “Elec- 
tricity on the Farm and in Rural 
Communities.” This 332 page book 
is profusely illustrated, contains many 
charts and tables and comprises a 
comprehensive survey of the latest 
available information on more than 
100 rural uses for electricity. Copies 
may be secured from ‘the C.R.E.A. 
at $1.00 each. 
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PHELPS DODGE COPPER PRODUCTS CORPORATION 


PHELPS DODGE COPPER PRODUCTS CORPORATION 
will specialize in the manufacture and sale of products made from copper 
mined by Phelps Dodge Corporation. 


It has taken over, and is now operating, the following fabricating units 
as divisions 


AMERICAN COPPER PRODUCTS DIVISION, with mills at Bayway, 
N. J., manufacturers of copper rods, wire and strip, bus bars and 
special shapes, stranded cables, trolley wire, bronze and brass wire, 
and weatherproof wire. 


BRITISH AMERICAN TUBE DIVISION, with mills at Bayway, N. J., 
manufacturers of condenser tubes, brass, bronze and copper tubes 


and pipe. 


INCA MANUFACTURING DIVISION, with mills at Fort Wayne, 
Indiana, and Los Angeles, California, manufacturers of enameled cop- 
per wire, coils and magnet wires. 


P-M-C METAL DIVISION, with mills at Bayway, N. J., manufac- 
turers of copper and copper alloy products having special corrosion 
resisting qualities and high physical properties. 


HABIRSHAW CABLE AND WIRE CORPORATION will maintain 
its separate corporate existence and will be operated as a subsidiary 
of Phelps Dodge Copper Products Corporation. With miils at Yonkers 
N. Y., and Bridgeport, Conn., it manufactures rubber and lead covered 
copper wire, paper and varnished cambric insulated power cables, 
telephone and telegraph wires, signal wires, Parkway cables and 
miscellaneous cables of all kinds. 


The general Offices of Phelps Dodge Copper Products Corporation and of 
Habirshaw Cable and Wire Corporation are at 40 Wall Street, New York. 


WYLIE BROWN, President 


Puetres Dopce Copper Propuctrs CorPorATION 








24 ELECTRICAL WHOLESALING 
SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


WRITE YOUR OWN 
PROFITS 


Our 1932 Blue Book 
shows you HOW! 








MAIL THE COUPON 


TODAY 
Cn the facts about the electric ventilating busi- 


ness... get them from an organization whose 



















experience in this industry covers a period of over 50 
years. [he American Blower Sales and Advertising Blue 
Book carefully outlines a sound and successful program 
for making money, selling cool, clean and wholesome 
air. It tells how and where to sell electric ventilating 
equipment the year round. It contains samples of 
folders, cards, direct mail literature that is available 
to authorized contractors and dealers and individually 










printed with their own address and message! It pictures 
sales helps, bulletins, mailing schedules, newspaper 
advertisements and many other real aids in getting 


Ao Ouse electric ventilating business. Cash in on the electric 
(\ 4 AASV ventilating business in your territory this season. Send 
for this great plan book now . . . it will put you next 


to real profits. The coupon is for your convenience. 


FILL IT OUT AND MAIL IT TODAY 








AMERICAN BLOWER CORPORATION, DETROIT, MICH. 
CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONT. 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 


AMERICAN BLOWER CORPORATION 
6000 Russell Street 
DETROIT, MICHIGAN 










Gentlemen: Please send me a copy of the 1932 American 
Blower Blue Book at once. | understand | will not be obligated. 
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By E. J. ANDERSON 


Altorfer Bros. Co., Peoria, Ill. 


ADIO wholesalers, in our opinion, 

are exceptionally well qualified to 

distribute electric washing ma- * 
chines. In fact, we have such confi- 
dence in the ability of this type of dis- 
tributor that we have appointed no 
less than 15 radio wholesalers to han- 
dle our product within the past few 
months. 

This does not mean that the radio 

wholesaler can follow his radio meth- 
ods in the sale of washing machines. 
Although his salesmen are schooled in the fundamental 
principles of specialty selling, when he takes on a line 
of washing machines he must train them, under the 
guidance of his manufacturer, in the mechanical opera- 
tion of this appliance as well as its sales features. 
















Daily Tribune 


E WORLD'S GREATEST NEWSPAPER 


Washing Machines - 


Profit Makers for the 
Specialty Distributor 


A nearly flat sales curve, high unit of sale, 
negligible amount of service and an econ- 
omy appeal that boosts volume in hard 
times combine to offer unusual possibilities 
for the aggressive wholesaler 


The opportunities for profit, however, more than jus- 
tify the time and expense required for the intensive 
training of his sales force. No line will do more to 
stabilize the sales curve of the specialty distributor than 
washing machines. The chart on the next page shows 
how little fluctuation there is from month to 
month in washer sales as compared with sales 
of radio and refrigerators. 

Another reason why this appliance is highly 
profitable is the large unit of sale. The aver- 
age order placed by the washing machine dealer 
with his wholesaler, in our experience, is 
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around $150. There is certainly no small or- 
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der problem here. Furthermore, a distributor 
who is functioning properly should be able to 
turn his stock of washing machines at least 
every two months or six times a year. There 
are no slow moving items in this line. 

While it is customary in the washing ma- 
chine field for the distributor to make his own 
arrangements for financing his dealers’ paper 
—in those cases where they need assistance— 
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The negligible amount of servicing required 
by the better makes of washing machines is 
thoroughly appreciated as a profit factor by 
the radio distributor. He knows from past 
experience that where a considerable amount 
of service is required his profits are seriously 
affected. He has faced this problem with radio 
and he faces it now with refrigeration. The 
keen competition which exists among washing 
machine manufacturers compels them to turn 
out a product which is as nearly perfect me- 
chanically as possible. The service problem 
is negligible in respect to washing machines. 

Another factor very much in favor of wash- 
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ing machines is that they are not only a 
“depression proof” line but we have 
found our sales to actually increase in 
hard times when thousands of people are 
compelled by necessity to economize. In- 
dividual families can save up to as much 
as $20 a month by using a modern elec- 
tric washing machine. 

The radio distributor must not change 
the flat sales curve shown in the illus- 
tration by seasonable campaigning of 
washing machines. 

What facts, peculiar to the sale of 
washing machines, must the radio whole- 
saler consider in taking on this appliance? 
He does not require special salesmen to 
handle this line. His present sales force 
should be trained to sell washers along 
with radio and his other lines. This keeps 
down his sales expense and he does not 
throw away the benefit of the established 
dealer contacts of these salesmen. 

Washing machines are still very largely 
a house to house item. Both the dis- 
tributor and his salesmen must realize this at the start. 
Furthermore, his men must be trained to go right into 
a prospect’s laundry with the dealer’s salesman and 
show that salesman how to stage a home demonstration 
and how to close the sale. We are strongly of the 
opinion that this necessary work can be done to far 
better advantage by the distributors’ regular salesmen 
than by a special woman demonstrator. 

It is the responsibility of the manufacturers, nation- 
ally, to furnish field supervisors to not only train the 
distributors’ organization but to call back frequently and 
follow up on their activities and methods. It is the 
distributors’ responsibility to first sell and then train 
his dealers. While he should expect the manufacturer 
to show him how he should not expect the manufac- 
turer to do a selling job for him. 

In territories where his existing washing machine out- 
lets are unsatisfactory where should the distributor’s 
salesman look for new dealers? Many department and 
furniture stores have a price complex and frequently 
switch makes, The average radio dealer, we have found, 
is not successful with washing machines. So it becomes 
a case of going after the livest dealer in appliances in 








The elimination of drudgery is one of the electric 
washing machine's strongest sales appeals 


every town, regardless of the type of store, and regard- 
less of the line he is now handling. 

In addition to washing machines there are tremendous 
possibilities for the sale of ironers. With a saturation 
of about, 40% on washing machines, on ironers there 
is only 4%. 

In closing it may be of interest to enumerate the fac- 
tors that influence our selection of a specialty distributor 
to handle our line. There are six of them, all very 
important. 

1. His credit rating. 

2. The makes of other products which he handles, the 
length of time he has handled each, the number of times 
he has changed lines. 

3. The size and caliber of his sales organization. 

4. The territory which he serves. 

5. The caliber of his executive personnel. Are they 
aggressive merchandisers ? 

6. Has he sought us? We prefer distributors who are 
sufficiently aggressive to seek our franchise of their own 
initiative. 


DISTRIBUTION OF ANNUAL VOLUME OF WASHING MACHINES—RADIOS—REFRIGERATORS 
Showing Percentage of Annual Unit Volume by Month 
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Refrigeration Industry 
Lacks Uniform Policies 


HE questionnaire recently sent to 
‘Taspienees distributors by the 
National Association of Radio, Re- 
frigeration and Electrical Distributors 
(formerly the Radio Wholesalers As- 
sociation) was published on page 50 of 
the March issue of ELEcTRICAL WHOLE- 
SALING. Its 24 questions covered very 
comprehensively the more important 
problems which are facing distributors 
of electrical refrigerators. 
Replies were received from 220 dis- 
tributors located in 42 states and 120 





=- SIGHT DRAFT, BILL OF LADING- 69% == 










° 
NET 10 DAYS ~12 % 


NET 30 DAYS -19% 


How Manufacturers’ Terms Vary 


cities and representing 17 refrigerator 
manufacturers. Hence, they present an 
excellent cross-section of present condi- 
tions in this industry throughout the 
United States. 

This survey reveals wide variations 
between the policies of individual man- 
ufacturers. It also indicates that only 
one manufacturer has a definite policy 
which he applies without discrimination 
to all his distributors. Wide variations 
in policies of distributors towards their 
dealers are also evident from the replies 
received. 

Following are the questions asked to- 
gether with a summary of the replies. 


Advertising. 

Do you share advertising expenses 
with your manufacturer? Yes, 87%. 
No, 13%. On eight lines all replies 
stated Yes. On one line half the dis- 
tributors replied Yes and the other 
half No. 

If so, how? The most common prac- 
tice with the manufacturer appears to 
be a 50-50 basis. Some distributors re- 
ported advertising allowances of from 
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Survey by N.A.R.R.E.D. shows only one manufacturer 
—relatively new in the field—to have a single policy 
for all distributors. Wide variations in the policies of — 
individual distributors are also revealed 


$1 to $4 per unit, others stated this al- 
lowance at from 1% to 5% of their net 
invoices. 

In the case of one manufacturer, the 
following variations in policy were re- 
ported by different distributors: 14% 
added to invoice; 3% added to invoice 
matched by 3% from factory ; 3% added 
to invoice and matched by 2% from the 
factory. 

Some distributors of another manu- 
facturer reported a factory allowance 
of 25% up to 4% of the net invoice 
while others reported 50%. 

In the case of a third manufacturer 
some distributors pay 144% which the 








Should 3-Year Guarantee be Continued? 


factory matches while others pay 3% 
against 2% by the factory. 

Five different methods were reported 
by distributors of another manu- 
facturer: 50-50 basis; 2% of net in- 
voice; 3% of net invoice; distributor, 
1%, factory 2%; distributor 3%, fac- 
tory 2%; distributor 3%, factory 1%. 


All distributors, but one, of a fifth 
manufacturer shared 50-50 with the 
factory up to 2%. In the one case 3% 
was reported. 

Is the advertised list price the “in- 
stalled” or “F.O.B. Factory’ price? 
47% said “F.O.B.,” 42% reported “in- 
stalled” while 11% stated “no list 
price.”” A consistent policy on the part 
of only two manufacturers was _ indi- 
cated, one advertising F.O.B. and the 
other installed prices. Both methods 
were reported by distributors of all 
other manufacturers. 

Which, in your opinion, ts the better 
policy? Installed 66%, F.O.B. 26% and 
no list price 8%. 

Do you share advertising expense 
with your dealers? Yes 85%. No (in- 
cluding distributors of nine manufac- 
turers) 15%. 

If so, how? The majority reported on 
a 50-50 basis, the amount varying be- 
tween $3 and $6 per unit or between 
1% and 7% of list price. Other meth- 
ods reported include: manufacturer, dis- 
tributor and dealer, each 1/3; manu- 
facturer %, distributor %, dealer 1%; 
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DIRECT RETAIL -20% 






APARTMENT - 6% 


=~ WHOLESALE - 74 _—— 


How Distributors’ Sales Are Divided 








dealer and distributor each $3 per unit; 
14%34% to 5% of net invoice; 1/3 what 
dealer spends; manufacturer %, dealer 
4; distributor $4, dealer $2 per unit. 
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Is your method successful? Yes, 
77%. Doubtful, 18%. No, 5%. 

Are “fake” or misleading advertise- 
ments common in your territory? Yes, 


43%. No, 57%. 


Coin-Meters 


Have you adopted the use of electric 
coin-metering devices to promote retail 
sales? In the case of four manufac- 
turers none of their distributors re- 
ported the use of meters. A few dis- 
tributors of each of the other makes 
said they had adopted meters. Total re- 
plies were Yes 14%, No 86%. 

Do you consider this a satisfactory 
method of merchandising? Yes 5%. In 
some cases 12%, No 83%. Of those dis- 
tributors using this method 43% report 
that it is unsatisfactory, 37% say satis- 
factory in some cases, and 20% say 
satisfactory. 


Defective Merchandise 


What ts your manufacturer's policy 
on defective compressors or parts 
thereof? Practically all distributors re- 
ported that their manufacturers replaced 
or made free repairs for the length of 
their guarantee. 

Is any allowance made to you by your 
manufacturer for labor in replacing 
parts within the warranty period? 
Three distributors of one manufacturer 
said Yes while 20 said No. In the case 
of another manufacturer one said Yes 
and 12 No, while on a third make three 
distributors reported Yes and nine No. 
Total replies were Yes 4%. No 96%. 

Who pays the transportation charges 
on defective merchandise? One manu- 
facturer was reported as paying both 
ways, three pay one way while four do 
not pay charges in either direction. 
Nine other manufacturers were report- 
ed as having different policies by in- 
dividual distributors. 

Of all the distributors replying 62% 
pay charges both ways, 27% pay one 
way and 11% do not pay in either 
direction. 

If finish of cabinet is guaranteed, 
does your manufacturer allow labor 


= PAY BOTH WAYS - 62 % —_—— 


PAY NOTHING - 11% 












PAY ONE WAY - 27 % 


How Distributors Pay Transportation 
on Defective Parts 


charges for refinishing? Four manu- 
facturers were reported as having in- 
consistent policies. Total replies were 
Yes 70%, No 30%. 
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Free Trials 


What is your opinion of Free Trial 
Installation? Replies to this question 
were as follows: Unsatisfactory 88%, 
satisfactory with proper party 7%, sat- 
isfactory 3%, necessary evil 2%. 


66% 
INSTALLED 





Should List Price be Advertised and How? 


Freight Charges 


If refrigerators are priced F.O.B. 
Factory are the local F.O.B. charges 
more than the actual freight cost? Yes, 
81%. No, 19%. 

If so, how much? Some distributors 
replied 10% to 100% more, others $2 
to $10 per unit while still others re- 
ported 14% to 5% of list. 








3 MANUFACTURERS - 1 YEAR 


3 MANUFACTURERS - 2 YEARS 


1 MANUFACTURER - 3/4 YEARS 


Manufacturers’ Guarantees 


Guarantees 


Does your manufacturer guarantee 
his refrigerator? All replies stated Yes. 


For how long? One manufacturer 
was reported to have a three and a half 
year guarantee while 10 guaranteed for 
three years, three for two years and 
three for one year. 

Does manufacturer's warranty cover 
cabinet? Yes, with the exception of one 
manufacturer. 

Does it cover finish of cabinet? Yes, 
with the exception of one manufacturer. 


Should exterior finishes be guaran- 
teed? Yes, for one year, 63%, for two 
years 5%, for three years 8%, for three 
months 5%, for six months 1%, No 
18%. 

If finish of cabinet is guaranteed, does 
your manufacturer allow labor charges 
for refinishing? Four manufacturers 
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Is the Coin-Meter Plan Sound Merchandising? 


were reported as allowing labor charges 
for some distributors and not for others. 
Total replies Yes 70%, No 30%. 


Do you believe the three year guar- 
antee should be continued by the man- 
ufacturer? Yes 8%, No, 92%. In the 
case of seven manufacturers all distribu- 
tors reported No. 


If not, what do you suggest to replace 
it? One year 74%, three months 17%, 
two years 4%, one year on parts with 
three months service 3%, lifetime on 
parts with no service 2%. 
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Does Manufacturer Allow Labor Charges 
on Refinishing Cabinets? 


Protection 


What protection does your manufac- 
turer give you against change in models 
or decline in price? Distributors of four 
manufacturers stated that they received 
no protection. Manufacturers reported 
as giving both advance information on 
price changes and protection rebates 
also numbered four. Eight manufac- 
turers were reported by some distribu- 
tors as giving no protection while other 
of their distributors stated they received 
protection. 


Where protection is given the usual 
period was given as 90 days with some 
distributors reporting 60 days and a 
very few 30 days. 


Sales 


Are sales quotas insisted upon and 
enforced? Yes, 20%. No, 80%. Of the 
distributors reporting Yes, 11% stated 
“within reason.” 

What percentage of your total sales 
is at retail, at wholesale to apartment 
houses, etc., at wholesale to dealers? 
An average of all replies shows the divi- 
sion of sales of the average distributor 
to be 20% direct retail, 6% apartment 
house and 74% at wholesale to dealers. 
As a general rule, the distributor doing 
the largest volumes reported a higher 
percentage of direct retail sales. Thus 
the above figures do not represent the 
division of total sales in the industry as 
a whole. (Turn to page 38) 
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elling “Through” the Dealer 
-Not “to” Him 


An Interview with 


A. H. MEYER 


President, Leo J. Meyberg Co., San Francisco 


(Further illustrations on page 35) 


in the conduct of the business of the 

Leo J. Meyberg Co. of San Francisco, 
which made possible its rather remarkable 
record of having increased 1931 sales over 
both 1930 and 1929, one would say it was 
the ability to create just enough organization 
to do the job without carrying specializa- 
tion to the point of incurring excessive over- 
head expense. 

This is a large concern as specialty dis- 
tributors go with its main house in San 
Francisco and a branch in Los Angeles. 
Radio, refrigeration, washing machines, 
vacuum cleaners, lamps, phonographs, rec- 
ords and small appliances are the lines han- 
dled. Upwards of 50 salesmen are em- 
ployed in the two houses including inside 
and outside salesmen and record salesmen. 

It is impossible within the scope of a 
single article to give a detailed description of this com- 
pany’s merchandising methods, but in the terse, though 
highly descriptive statements of its president, A. H. 
Meyer, there were a number of points that may be of 
general application. Mr. Meyer’s comments, in sub- 
stance, were as follows: 

It is not in the picture in this day of appliance mer- 
chandising and with the selling margins as they are now 
set up, for the distributor to go very far in specialization. 
We cannot have special salesmen for special lines. Every 
man must sell the whole line. Neither can we have many 
specialists set up over the men. Specialists are luxuries. 
In our company we have but two, a refrigerator sales 
manager and the manager of our record and motion 
picture department. We are in business to sell our mer- 
chandise to the dealer and make some money for 
ourselves while we are about it. 

Our aim, and it is inculcated into our entire sales 
force, is not only to sell to the dealer, but more impor- 
tant still, help him to sell. We stay away from any 
appearance of dictatorship over the dealer as we would 
away from poison. Every dealer is in business because 
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|’ there is anything especially significant 





A. H. Meyer 


‘Our aim is to help the dealer to sell— 
we seek quality rather than quantity of 
dealers—specialists are luxuries,'’ says 
this specialty distributor who increased 
his 1931 sales over both 1930 and 1929 


he does not wish to be anybody’s 
employee. The minute you begin 
to try to tell him he must do so 
and so, that minute you begin to 
lose him. Therefore, our sales- 
men are dealer helpers, not or- 
derlies running around and tell- 
ing the dealer that if he does not 
live up to certain franchises he is 
going to lose his head. We help 
him to live up to them. 

What do our salesmen do? A 
number of things, prime among 
which is actual help extended to 
the dealer to the point of going 
out with him when occasion de- 
mands to close an important sale. 
They help him with his store and 
display problems, hold small local 
dealer meetings wherever possible 
and, what is still more important, 
hold small meetings for the pur- 
pose of instructing their sales people. Our men also 
watch the dealer’s turnover. If it begins to look bad they 
find and report the cause and also find a remedy. 
Furthermore, they merchandise our local joint advertis- 
ing to the dealer as well as the advertising and dealer 
helps which the manufacturer provides. 

It is plain to be seen that a salesman cannot do all of 
these things if he is spread all over the countryside. We 
give a salesman only as much territory as will permit of 
his seeing every customer at least once a week. 

We either take established dealers or create new ones. 
What we are after is quality of dealers rather than 
quantity. There has been a recent heavy elimination of 
dealers everywhere. We believe this is a healthy ten- 
dency on the theory that the fittest remain. 

While we naturally prefer exclusive dealers, we do 
not insist on this point. We much prefer to get started 
with a dealer and through our performance allow him to 
sell himself on the idea of representing us exclusively. 
Similarly on number of lines. We do not insist upon the 
dealer carrying all of our lines. That would be dictating 
again. In fact, we prefer to start him out on one line 
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SUMMARY OF THE INTER-RELATED FUNCTIONS OF DISTRIBUTOR, 
DISTRIBUTOR'S SALESMEN, AND MANUFACTURER WHICH THIS 
DISTRIBUTOR CONSTANTLY SEEKS TO EMPHASIZE 














THE DISTRIBUTOR 


THE SALESMEN 


THE MANUFACTURER 





Organized sales effort, without going 
to extreme overhead-producing depart- 
mentalization, is his only hope for profit. 


Every salesman must be capable of sell- 
ing the whole line. Extremely few spe- 
cialists can be employed. 


Relatively low sales margins are still the 
rule in specialty lines. They do not per- 
mit the distributor to put special men 
on special jobs. When you ask for more 
be willing to give more. 





Must never get into the position of dic- 
tating to the dealer. 


Let the salesmen always be the dealers’ 
helpers, not orderlies conveying rules 
and laws. 





Should bring the dealers in regularly to 
dealer meetings. Show them the best 
you have in the most impressive man- 
ner possible. 


Salesmen should hold local dealer meet- 
ings. And particularly meetings of deal- 
ers’ sales people. Instruct them. They 
sell the lines they know about. 


Working the so-called dealer franchise 
as a club is dangerous. The dealer has 
gone into business because he does not 
wish to be an employee. Do not try to 
make him one. 








Watch the dealer's turnover. If it is 
falling, do your part to move the goods 
before you fire him. Perhaps you are 
partly to blame yourself. 


The salesmen should have territories 
small enough so that they can see their 
customers once a week. They will find 


plenty to do to help keep stock moving. 


Co-operation of manufacturers’ repre- 
sentatives at such meetings is extremely 


helpful to all concerned. 





Do not expect the distributor to over- 
load the dealer. There is a happy mean 
between overstocking and hand-to-mouth 
buying. Expect of your distributor that 
he work toward that mean. 








and then as he be- 
comes 
with us and is mak- 


let him take on other 
lines. 
out, though, that a 


dealers, at 
30%, are now car- 


of dealers for a con- 
ference or the show- 


models of merchan- 
(lise. 





Work with the manufacturer on a co- 
operative advertising fund. Then see to 
it that the fund is properly adminis- 
tered in your territory. 


acquainted 
ing definite headway 
It is working 


large number of our 
least 


rying the full line. 
Quite frequently 
we bring in groups 


ing of new lines or 


These are 
trictly business af- 
airs, but when they 


doing especially well. 
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* do come in we seek to make the 
howing as complete and impressive as possible. We 
ave provided facilities for doing this and believe that 
this is one thing that if it merits doing at all merits 


Constantly merchandise advertising to 
the dealers, not only the co-operative 
local campaigns but also the manufac- 
turer's direct mail advertising and dealer 
helps. 


A.H. MEYER 
President 
M.G.SUES 
Sales Mgr 


Radio 
Accessories 


and Supplie 


Salesmen Sell All Lines 





Chart showing the simplicity of the Leo J. Meyberg Co. organization. 
There are only two special division heads, each supervising several lines 
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Furnish a workable plan whereby the 
distributor can intelligently work with 
you on all the various forms of publicity 
that are sent out. 


margins. 
appliances of 
kinds are fast sl 


electrical trade. \ 


the electrical 
We are competi 


more satisfacto 


dealer margins. Y 
will remember that in the old days of electrical mer- 
chandising, when some pioneer set up the mythical 40% 
spread and everybody followed it, there was always a 
yammering on the part of the electrical wholesaler for 
more margin, more margin. And 


(Turn to page 4 
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Self-Managing the Day's Work 


V This is the second of Mr. Osborne's series of 12 articles in which he 
explains the practical selling methods which have proved so 
successful in increasing the earnings of Studebaker salesmen 


to mention the seemingly 

obvious fact that any in- 
telligent effort to get results 
by intention — rather than 
by accident — implies two 
things: first, a clear idea of 
what is to be accomplished ; 
and, second, a definite 
working plan and time 
schedule for achieving that 
end. 

Both of these are taken 
for granted in all manu- 
facturing organizations 
which lay any claim at 
all to being modern. The 
“Planning Department” 
is one of the most im- 
portant factors in economi- 
cal production. Without it 
mass production, as it is known today, would be 
impossible. 

But those of us in the marketing or distribution end 
of the business have been slow to realize that intelligent 
planning of the day’s work and careful management 
of our time is even more important to the salesman 
than to the factory employee. 

Because we deal with people’s minds, rather than 
with physical materials and the operation of machines— 
and because we dislike either to plan our own work or 
to work according to the plans developed by anyone 
else—we “kid” ourselves into the more or less honest 
belief that some special favor of Providence has made 
us exempt from the need for orderly working habits. 

And—unfortunately—as long as we are moderately 
successful in bringing in orders, the boss allows us to 
sort of drift along; because, by the very nature of the 
job, the sales manager can’t have his men always in 
sight, as can the foreman in the factory. 

3ut the strong competitive conditions which every 
salesman must face today are changing all this. They 
are bringing home to all of us at least one basic fact 
which the star producers have always—consciously or 
unconsciously—placed at or near the top of their 
working rules. 

This is the familiar but grossly neglected axiom to 
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[: may appear silly even 





David R. Osborne 


DAVID R. OSBORNE 


Sales Training Director 
Studebaker Sales Corp. of America 
and author of 
"Self-Management in Selling” 


the effect that “the salesman’s only capi- 
tal is his time.” 

More often than we like to believe, the 
difference between the way one salesman 
invests this currency of days, hours and 
minutes, as compared with the time- 
thrift of another, makes just about the 
whole difference in their current earn- 
ings and their “promotability.” 

Many a salesman has been amazed 
when he realized how few hours he spent 
each day actually talking to people who 
might buy from him—and what it would mean to him 
to so arrange his work that he could get in one more 
hour per day face to face with prospective buyers. 

After making due allowances for Sundays and holi- 
days one hour of added productive time each day would 
mean, say, 300 extra hours each year—which would be 
the equivalent of creating a whole extra month of 10- 
hour days, with every hour spent where it would count. 


os it is important that we start the development 
of any organized working plan with an analysis of 
what the representative of an electrical wholesaler is 
expected to do with his time. With that analysis before 
us we should be able to get a clearer idea of how he 
might “sales manage” his work to better advantage. 
And, of course, we shall wish to keep in mind from the 
beginning that his working plan must help him to pre- 
pare himself for holding down a better job when the 
opportunity presents itself. 

As in any other sales work where the salesman seeks 
out his customers, rather than waiting for them to come 
to him, “self-sales-managing” the daily activities of the 
electrical wholesaler’s salesman will be divided, quite 
naturally, into two broad divisions: 

1. Finding and getting into personal contact with 
retailers to whom he can sell either the physical mer- 
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chandise of his house, or ideas for increasing the resale 
of that merchandise. 

2. The actual process of making the sale, once the 
contact is established. 

This is not the place to consider the working methods 
which might produce the best results in either case. 
That is for later discussion. We are only concerned 
here with planning the daily activities of the electrical 
salesman and scheduling his time. He will need to do 
this as the first step in doing more and better work. 

Moreover, it will have to be assumed that the sales- 
man sincerely wants to make better use of each 24 hours 
of the time at his disposal; and that he is willing to 
make an honest self-appraisal, in which he will not try 
to fool himself—like cheating 
at playing solitaire. (Mention- 
ing this again is not intended 
to imply that we salesman are 
any more addicted to fooling 
ourselves than any other class 
of workers. But we might 
just as well face the fact that 
about all human beings are, to 
a greater or less degree, the 





oe 





—— 


fa 





247 


TRAVELING 


are intended to have a direct result in sales or construc- 
tive dealer development; while “non-productive” in- 
cludes not merely the straight waste, but a number of 
activities which, though necessary, do not earn anything 
for either the salesman or the house. 

When classified under these two very general head- 
ings, the daily work of the electrical wholesaler’s field 
representative analyzes about like this: 

PRODUCTIVE: 1. Time spent with previously estab- 
lished dealers in: 

A. Taking orders for additional stock. 

B. Helping dealer plan for better coverage of market. 

C. Demonstrating improved methods of retail selling. 

D. Securing better display of merchandise or improv- 
ing dealer’s advertising of his 
line or product. 

E. Securing credit informa- 
tion or making collections. 

2. Time spent in securing 
new dealers: 

A. Gathering information 
concerning the prospective 
dealer’s merchandising skill, 
financial standing, local repu- 













victims of rationalizing—and porte 
that the nature of the sales- 
man’s work is such that it is 
easy to waste many hours 
and still be under the honest 
impression that there is no 
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WAITING 
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remedy. ) 

Possibly there is no human 
being who doesn’t have his 
own pet ways of wasting five 
minutes here and 15 min- 
utes there during the day. 
And there are few who will 


WASTE 





CARELESS. 


tation and any personal facts 
which will help make the sale. 

B. Planning the interview 
and making the sale. 

C. Helping the new dealer 
get started on a sound basis. 

3. Making accurate reports, 
keeping records and planning 
to increase production. 

NON-PRODUCTIVE: 1. Travel 
time. 

2. Waiting time. 








not be astonished at the total, | ii 
if they can get it written down 


in black and white. 


Se 


STAYING TOO 


3. Late starting, early quit- 
ting, extra time out for lunch 








A simple way for a sales- 
man to get this record is to 
list the 10-minute periods of 
his working day on the left- 
hand margin of a sheet of 
common ruled scratch paper, 
and as the work of the day 
proceeds make opposite each 
period a very brief note of 





or any other out-and-out 
LONG 107 waste. 
ea agony 4. Time spent with pro- 
PRODUCTIVE spective dealers who are not 
sold. 





5. Unnecessary length of 
contacts with either estab- 
lished or prospective dealers. 

These classifications do not 
pretend to be complete, but 
they will suggest to any alert 








just what was being done at 
that time. 

Of course, if the activity 
being recorded took less than 
10 minutes, two or more nota- 
tions would appear on the same line—just enough to 
remind the salesman. In the same way the old reliable 
ditto marks come in handy where more than 10 minutes 
are required for the activity or lack of activity for 
any given period. 

In order to make a summary at the end of the day 
easy, one group of salesmen which has made extensive 
use of this method of self-checking has listed all regular 
activities under two heads—“productive” and “non- 
productive.” 

Obviously “productive” includes those activities which 
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This is how one distributor's salesman found 
he had been spending his time 


wholesaler’s salesman ways 
and means by which he can 
consciously watch his time, 
gradually cut down his non- 
productive, and increase his 
productive tfme by not only minutes but by hours. 

One salesman who made just such an effort found, to 
his amazement, that he was spending about 18% of his 
time waiting for interviews after he had arrived at the 
places of business of established or prospective dealers ; 
24% traveling from one dealer’s place of business to 
another ; 19% in plain, unadulterated waste ; to the best 
of his knowledge, about 10% in needless length of his 
interviews; and only 29% in doing the constructive, 
productive type of work which makes sales. 

On the basis of an eight-hour (Turn to page 42) 
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Getting Dealers to Share 
Local Advertising Expense 


part of the local advertising expense and to take an 
interest in seeing that the advertising is properly 
placed is still an important one. Thompson and Holmes, 
Ltd., of San Francisco, distributors for “Majestic” 
radios and refrigeration, 
“A.B.C.” washers and ironers 
and “L. & H.” ranges, appear 
to have solved this problem. 
The plan used by them calls 
for a certain amount of money 
to be spent by the radio dealer 
in local advertising which is to 
be done either in newspapers | 


7 HE old question of getting dealers to contribute 


or billboards. The dealer con- 
tributes a fixed amount, a 
percentage of his purchases, 
and this amount is then | 
matched, dollar for dollar, by | 
the distributor and the manu- 
facturer combined. 

So far so good—plans sim- 
ilar to this have been operated | 
before. But there is one point | 
on which distributors have | 
been known to stick. They } 
are often afraid to come right 
out and charge the dealer a 
certain amount 











The dealer advertising plan used by Thomp- 
son and Holmes, Ltd., of San Francisco, has 
proved so successful with radio that this 
specialty distributor plans to extend it to 
refrigerators 


the dealers and considerable 
local advertising has been run 
on this basis. For the most 
part it has consisted of stock 
advertisements for which mats 
are prepared by the manufac- 
turer. 

The distributor looks after 
the details of the advertising 
account. There is a separate 
ledger sheet made out for 
every account. Advertising 
debits and credits are posted 
on this sheet and a statement 
is rendered to the dealer every 
30 days. The distributor 


ing. They try to conceal it by 
adding the amount to the price 


for advertis- 





R. E. Crane, secretary of Thompson 

and Holmes, Ltd., who has charge of 

the functioning of their dealer adver- 
tising plan 











checks these carefully and 
when necessary jogs up the 





of the sets, or beat the devil 

around the bush in some other 

way. Not so with this con- 

cern. They believe that any dealer who is a real mer- 
chandiser will understand the value of advertising, es- 
pecially when his distributor and manufacturer match 
his expenditures. So on every bill for a radio set or 
sets there is first given the price of the merchandise and 
below that an item stating so much for advertising. This 
really represents not only a charge but also an equal 
amount of credit for merchandise at Thompson and 
Holmes. 

Suppose, for example, that these items have amounted 
to $50. Then the dealer is supposed to buy $100 worth 
of advertising, newspaper or billboard. When this has 
been run and he can show evidence of it, then he has 
access to the $50 credit on the distributor’s books. This 
he can take out in radio or any of their other merchan- 
dise. In this way he gets his advertising for half price 
when he has followed through on the plan. 

Thus far there has been no question on the part of 
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dealer to use the advertising 
when the credit amounts to a 
reasonable figure. 

It will be understood that there will be dealers here 
and there who will not get down and use the space as 
they should. The distributor covers this contingency 
by embodying in the plan a clause whereby if any dealer 
after 60 days has not placed his advertising and earned 
his credit, then the distributor may throw the amount 
represented by his credit, plus the amount billed him, 
into a pool fund which the distributor may then use in 
the form of newspaper or billboard advertising in such 
ways and in such localities as he may deem to be for 
the best interests of the dealer organization as a whole. 


S the season for refrigerator advertising comes on 
it is probable that a similar advertising plan will 
also be launched for that department. 
In fact, because of the success which Thompson and 
Holmes has secured on radio, ranges and washing ma- 
chines may eventually be included in this plan. 
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DISPLAY OF 
NEW RADIO LINE 


Display arranged for 

presentation before a 

meeting of this distribu- 
tor's radio dealers 








The Leo J. Meyberg Co. 


a T rR San Francisco 





A Progressive 
Specialty 
Distributor 


(Story on Page 30) 





HEADQUARTERS 


Of the Leo J. Meyberg Co. in San Francisco, with officials and some of 
the salesmen 





REFRIGERATOR AND WASHING MACHINE DISPLAY 

















THE DISPLAY OF SMALL APPLIANCES 


ls complete, attractive and altogether put up in 
accordance with the precepts of modern merchan- 
dising 
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THE START OF THE 
ASSEMBLY LINE 


The side and bottom slabs 
of "Majestic’ refrigerators 
are already in place and 
the food compartment is 
being set in. The three 
pieces of insulation at the 
left fit in above the food 
compartment and across 
the back, completing the 
heavy three in. wall that 
keeps out heat 


Vv 


Mass Production of 


Electric Refrigerators 


THE FINAL COAT OF WHITE ENAMEL 


The completed food compartments of '"Maijestic’’ refriger- 
ators are enameled in these spray booths from which 
they go to monster ovens in a continuous stream 


LOADING A DEHYDRATING OVEN 


In the “Sparton'’ dehydrating ovens, 16 complete 

refrigerating units per carriage are run through 220- 

degree ovens to remove all moisture. Each oven has 
a capacity of four carriages 


COMPRESSORS RECEIVING OIL BATH 
Another view in the ''Sparton" Refrigerator Division. 
After compressor is assembled to the motor, both 
rest on an oil stand where the compressor parts run 
in a bath of oil for 24 hours which laps in all 

moving parts 
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PULL OUT HOARDED DOLLARS 


with this new 


HAMILTON BEACH 
GOLD STAR VACUUM CLEANER 


at {t of] 


Quick sales, rapid turnover and 









~ retaul 


generous profits for you and your dealers 


Coast-to-coast Broadcasting 


Columbia network every Thursday 

morning, 10.15 Eastern Standard Time. 

Pacific Coast program Tuesday after- 

noons, 3.15, over Columbia Don Lee 
network. 


The broadcasts alternate with news of 
the Gold Star Cleaner and Hand Vacuum 
—and of the Hamilton Beach Food Mixer. 


Do women listen in? As many as 1800 
letters from one broadcast. In answer to 
every letter goes out full information 
about Hamilton Beach products and the 
names of our dealers. All this means sales. 






| RETAIL 


A fast and timely seller. Housecleaning time re- 
quires moth-preventive measures. This Hand 
Vacuum Cleaner is the only hand cleaner using 
the moth-preventive method approved by the 
Good Housekeeping Institute. 


HAMILTON 


Here are the features which make the new Hamilton Beach Gold Star 
Vacuum Cleaner sell to dealers, hands down, and maneuver the house- 
wife into just as prompt a purchase. 


1. PricE—$39.90—the lowest retail price ever quoted for so much Power, 
Beauty, and Service in a vacuum cleaner. 


2. PowErR—Heavier suction. Motor-driven brush that loosens and gets 
the deep-down dirt. Gentler beater-sweeper action. Easy on rugs, 
but skilled-to-a-finish in rounding up all the dirt. 


3. BEauty—Pleasing proportions throughout; streamline nozzle, blue 
and grey checked bag that will not show dirt; attractive grey handle. 


4. Service—Larger dirt capacity. Nozzle adjustment to seven posi- 
tions to fit all thicknesses of rugs. Fool-proof belt that can’t go on 
wrong. Many other important features. 


Your salesmen and your dealers don’t need high-pressure salesmanship 
to sell this new Gold Star Hamilton Beach. It holds its own for thorough, 
swift, gentle, powerful cleaning against any cleaner, at any price. It 
holds its own for good looks, in any company. The price—$39.90 retail, 
knocks the last bit of resistance out of even the toughest prospect. Gen- 
erous profits for you and your dealers. We supply vigorous sales-helps 
and display material. Our coast-to-coast broadcasts on Hamilton Beach 
are proving positive stimulants to sales. Write for our jobber sales plan. 


The Hamilton Beach Mfg. Co., Racine, Wis. Subsidiary of Scovill Mfg. Co. 


Like other Hamilton Beach products, the Gold Star Cleaner ts sold to dealers 
only through jobbers. We are 100% for price maintenance; so that you and 


your dealers make ample profit. 
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He Sells to the Back of the Store: 
W. E. Shields, president of the North- 
west Radio Supply Co., Portland, Ore., 


represents a type of wholesaler still 
quite necessary in the radio picture. He 
specializes in radio parts and supplies 
which are used in the service depart- 
ments of most progressive radio dealers. 





Refrigeration Industry Lacks 
Uniform Policies 
(Continued from page 29) 

All distributors of four manufactur- 
ers reported practically 100% sales 
through dealers. In the case of three 
other manufacturers, distributors re- 
ported their own direct retail sales as 
between 45% and 60%. 

Distributors of two manufacturers re- 
ported apartment house sales of 18% 
and 19% respectively. 


Service 

What percentage of your dealers do 
you find are able to adequately install 
and service their own sales? Replies 
varied from 7% to 69% with an average 
of 39%. 

Do you guarantee free service on 
your refrigerator? Yes, 79%. No, 
21%. 

For how long? Three years 51%, 
one year 34%, two years 13%, three 
months 2%. 

Do your dealers render their own 
service on their own sales? Yes 70%. 
No 18%. Some dealers do 12%. All 
distributors of seven manufacturers 
stated Yes, while all those of seven 
other manufacturers reported No. 

Do you maintain a centralized Service 
department for your dealers sales? Yes 
72%, including all distributors of two 
manufacturers. No 28%. 

Do you employ a separate company 
to render service? Yes 4%. No. 96%. 

What is the usual basis of charges 
for such service? Several methods were 





reported, including $1.50 to $2.50 per 
hour, $5 to $10 per unit per year and 
3% of F.O.B. price. 

What is your set up for handling 
service in your rural territory? Dealer 
does servicing 47%, distributor does 
servicing 39%, dealer does minor and 
distributor major servicing 4%, box re- 
turned to distributor 9%, allowance per 
unit 1%. 

What reserve do you set up per year 
per refrigerator for service? None, 
28%. $10, 7%. $8, 15%. $5, 6%. $, 
5%. The balance of 39% reported re- 
serves of from 75c to $30 per unit. The 
replies indicated that, in no case, was 
there a uniform policy among distribu- 
tors of the same manufacturer. 


Terms 


On what basis of payments do you 
purchase from ‘your manufacturers? 
Sight draft, bill of lading 69%. Net 10 
days, 12%. Net 30 days 19%. 

Nine manufacturers were shown to 
have a sight draft policy while five sold 
on 30 day and one on 10 day terms. 

Two manufacturers were reported as 
selling some distributors sight draft, bill 
of lading while extending 30 day terms 
to others. 

Have you made any effort to obtain 
extended terms of payment from your 
manufacturer? Yes, but without suc- 
cess, 16%. No, 84%. 

On what basis do you sell refriger- 
ators to your dealers? C.O.D. 58%. 
Some dealers C.O.D., others on terms, 
18%. On terms (terms not specified) 
15%. C.O.D. and floor plan, 5%. Net 
10 days 4%. 

Is any effort being brought to bear 


on you for extended terms for your 
dealers? Yes, 64%. No, 36%. 

Do you believe it good business for 
you or your dealers to sell on three 
year terms? Yes, 6%. No, 94%. 

On two year terms? Yes, 54%. No, 
46%. 

Do you accept time payment con- 
tracts from your retailers? Yes 22%, 
No, 78%. 

Do you endorse your dealers’ time 
payment contracts? Yes, 16%: No, 


84%. 


(Editor's Note: It has been pos- 
sible to present only the high spots 
of this survey im this article. The 
complete report, as compiled by 
N.A.R.R.E.D., consists of 12 pages, 
together with two large charts. It ts 
summarized by manufacturers’ lines, 
indicates the number of replies re- 
ceived to each question and also con- 
tains many pertinent comments. In 
our opinion the complete report mer- 
its the careful study of all refrigera- 
tion distributors.) 


v 


Massachusetts Upholds Utility 
Merchandising 

Both utility anti - merchandising 
bills recently introduced in the Mas- 
sachusetts Legislature have been de- 
feated. According to reports the op- 
position to these bills was tremend- 
ous and came from plumbers, hard- 
ware and electrical dealers, depart- 
ment stores, manufacturers and asso- 
ciated industries. 











No Crushed Fingers: For the little woman who 
according to John J. Klinger, Jr., manager of the Prima division, Trilling and 


Montague, Philadelphia, Pa. 


buys this washing machine, 


The other gentlemen whose wives hereafter will 


be free from crushed fingers are: Thomas F, McIntyre, general manager, behind 
the washer; Jack Kennedy, floor manager, and J. Zobel, sales manager. 
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pape! 

ite Maid is 
the modern Miss that says it 
with sales. . 


& 


; of dealers have made 
hundreds of thousands of dollars selling STAR-Rite MAGIC MAID— 
Mixer-Beater-Juice Extractor—and their profits are piling up higher and 
higher every month. 

Get right behind MAGIC MAID now. CASH IN on the heavy national 
magazine advertising (Woman’s Home Companion and full color page, 
April Good Housekeeping). CASH IN on the coast to coast broadcasting 
that reaches millions of homes and brings thousands of inquiries every 
week. CASH IN on all these inquiries that are immediately turned over 
to dealers, resulting in made-to-order sales in a high percentage of cases. 

Decide NOW to “go places and do things” with MAGIC MAID. She'll 
show you more profit than you’ve seen in a long time. 

MAGIC MAID wholesalers are cleaning up PROFITS with STAR-Rite 
MAGIC MAID, the fastest selling electric mixer at its price on the market 
today. These wholesalers are having their salesmen demonstrate the 
MAGIC MAID to dealers and tell them of the tremendous publicity program 
back of the MAGIC MAID. Start TODAY — get your share of these profits. 


The FITZGERALD MANUFACTURING CO., Torrington, Conn. SS 


STAR-Rite MAGIC 








AND SPECIALTY DISTRIBUTORS 


voces 


MAGIC MAID is advertising herself every- 
where. She’s on the air from coast to coast. She’s 
in the women’s magazines in full pages. She tells 
her story with a direct-by-mail campaign reach- 
ing many thousands of homes. Dealers advertise 
her in their local newspapers. MAGIC MAID 
certainly is ‘‘going places.” 


yhings” 


The one big thing she does is to ring the cash 


register to the merry tune of $19.50. And she does it 
often enough each month forany merchandiser toknow 


he is doing a real volume of profitable business. 


She’s a happy, snappy Spring tonic for progressive 
merchandisers everywhere. Why not “go places and 
do things” with MAGIC MAID! 


Mixer Beater 
BIVild-O & Gadel aiela 


ere 52 
$19.95 Denve 


It’s Portable... 
therefore 100% efficient 
Multi-speed motor, bowls of jade green opaque 
glass. Non-stain metal throughout, extra beater 
for beverage mixing, and fruit juice extractor 
which is quickly attached at a turn of the 
wrist. Beater quickly detached for cleaning. 


Magic Maid Prize Contest now on the air from 
Coast to Coast. Eastern: WJZ and associated 
N.B.C. stations, Monday to Thursday, 11:00 A. M. 
Eastern Standard Time. Western: KGO and Pacifie 
and Mountain N.B.C. stations, 11:10 A. M. Tuesday, 
Pacific Standard Time. 


MAID 


ELECTRIC IT’S PORTABLE—use it anywhere 





i} 
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$37.80* 


More than 1,000,000 washers and ironers will be sold this year. 
Are you selling your share? Youcan. We will show you how. 
Yes, how to sell the best dealers . . . and make a real profit! 


Automatic’s new distributor proposition is replete with seven 
liberal and varied sales and advertising helps . . . for both dealer 
and distributor. These features are briefly outlined below. Read 
them. But for all the interesting details, mail the coupon. 


The new Automatic Line is modern, complete and priced to meet 
today’s highly competitive conditions. It is a quality line in 
every detail. For instance, the transmissions of all wringer wash- 
ers are sealed at the factory,.and backed by a surprising co-opera- 
tive service guarantee plan. But get the complete details. Mail the 
coupon now! 


Automatic Washer Company, 400 W. Third St., Newton, Iowa 


Also 3 new Automatic Ironers—Model 38 attachment ironer, rH 50*; 
Model 39 portable ironer, $84.50*; Model 40 table ironer, $94.50* 
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"Model 29-A — Automatic Washer. | Model 22 — Automatic Washer. $89 50° 


Finished in beautiful green . Finished in pleasing suntan 


Model 34 — Automatic bom Model 35 — Automatic Washer. 
Finished in cerulean - $99.50* | Finished in ivory and green. . 
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Self-Managing the Day's Work 
(Continued from page 33) 


day that 29% would amount to two 
hours and 18 minutes, and as this 
salesman made an average of 11 
calls per day his calls averaged about 
13 minutes each. 

It may well be that his face-to-face 
interviews should not be lengthened. 
In his case there was plenty of evi- 
dence that his 13 minute interviews 
were sufficient to get the business. 

But his total sales were materially 
increased as a result of his little 
experiment in self-observation, be- 
cause he made almost 30% more 
calls after he had rearranged his 
schedule and his working methods to 
make possible an increase in his 
production time. 

Besides the increase in the number 
of interviews this salesman found 
extra time for better planning of his 
work. Thus, through better self- 
management, he became better able 
to manage and train others. He is 
now a sales manager. 


Here are obvious ways in which 
the electrical distributor’s representa- 
tive may improve the use of his time: 

1. More careful routing to save 
travel time. 

2. Making his home at a point 
from which the most important parts 
of the territory can be reached with 
least waste of time. 

3. Arranging to spend more time 
with productive accounts and reduc- 
ing number of calls on non-produc- 
tive dealers. 

4, Elimination of unnecessary de- 
tail work. 

5. Making appointments, where 
aonwscatth using samen and mail to 


notify dealer of intention to call, and 
taking every reasonable precaution to 
avoid wasteful waiting time and to 
make sure the dealer or prospect will 
be in when the call is made. 

6. Sending advertising matter, let- 
ters, etc., in advance to inform the 
dealer so that needless time will not 
be wasted in explanations. 

7. Using an automobile for trans- 
portation, and keeping it in repair 
as insurance against its being in the 
shop when most needed. 

It is suggested that you check 
yourself against this list and, under 
each heading, consider whether there 
are any ways in which you can get 
more productive contacts into the 
day’s work. 

Devote at least one evening to each 
question and write down in black 
and white your plan for improve- 
ment. Then, take up one point at a 
time and put your plan into action. 

Vv 


Selling "Through" the Dealer— 
Not "to" Him 
(Continued from page 31) 
invariably there was the same come- 
back from the manufacturers—‘and 
if we do give you more margin you 
will not have the nerve to keep it, you 
will simply pass it on to the dealer 
or the contractor.” Whole conven- 
tions have whirled around that 

subject. 

“Well,” and Mr. Meyer was in 
dead earnest about it, “that is ex- 
actly what I shall always propose 
to do—pass it on to the dealer. I can 
get along on, say 23% average gross. 
But when my dealer is asked to do 
with 30% or even 25% then I go 
up in the air. He should have about 








A Metropolitan Sales Organization: The sales organization of E. B. Latham & 
Co., New York distributors of the Leonard refrigerator, assembled in front of 
the special Leonard display at the Park Central Hotel where this distributor held 


a convention, attended by over 300 Leonard dealers, on March 9. 


L. E. Latham, 


vice-president and sales manager, is in the center of the group. 


40% at the very least. If you will 
reckon up the things he has to con- 
tend with in selling a major appli- 
ance and keeping it sold—the cartage 
forth and then maybe back and forth 
again, the rediculously long servicing 
that he is required to do by guaran- 
tee, the carrying of the paper, to say 
nothing of the sales expense—how 
can you expect him to do it for 30 
or 334% ? He may be able to pay 
his rent but he can’t make any real 
money. When the time arrives that 
our dealers are making real money 
then the happy days in this business 
will be here.” 


v 


Hammond 2-4-1 Plan Directed to 
Under-Clocked Homes 

The Hammond Clock Co. bases 
its 2-4-1 sales plan which it is offer- 
ing through its dealers during the 
next 90 days on the premise that 
most homes are under-clocked, and 
that the one-clock buyer with just 
a little urging can be made into a 
two-clock buyer. 

The plan works in this way: The 
buyer of the synchronous clock re- 
ceives with his purchase a certificate 
good for the full amount of his pur- 
chase when applied on the price of 
any model in this manufacturer’s 
bichronous line, making the cost of 
two clocks to him, if he utilizes the 
opportunity, the retail price of the 
bichronous model. The buyer of a 
bichronous model, conversely, re- 
ceives a synchronous clock free with 
his purchase. Coupons are redeem- 
able until July 15. 

The offering is made primarily in 
connection with a new number in the 
synchronous line which has just been 
offered to the trade—the Hammond 
“Firefly,” an alarm clock with an 
illuminated dial. At the retailer’s op- 
tion the offer may also be made with 
a kitchen type wall clock. 

Commenting on the plan, C. E. 
Penny, sales manager, said, “There 
are still over 15 million one-clock 
families in the United States. The 
average home should support from 
three to six or more clocks for the 
full convenience of all its inhabit- 
ants. The low-priced clock traces a 
not inconsiderable part of its appeal 
to the fact that it is frequently a 
desperation purchase, bought from 
the nearest convenient store, by the 
man whose only home timepiece has 
just given up the ghost. 
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Yes, R & M Fans are Good 








It Was a Bridal Gift 
22 Years Ago 


Mrs. R. V. Kimball, of 732 East 20th Street, Okla- 
homa City, writes that the fan shown above was a 
present when she was a bride 22 years ago, and has 
traveled from St. Louis to Kansas City, Mo., to New 
York City, to Houston, Texas, and then to Oklahoma 
City, where she now lives. She says: 

"I have one of your electric fans that I have used every 
year for 22 years and it is still in perfect condition... . 
The breeze from the old pendulum fan is as delightful 
now as when I first got it.... It still gives splendid service.” 


This fan, shown above, is our Model 6, vane type 
oscillator, first produced in 1906. This vane type fan 
is no longer made, but the same life-long reliability 
is still built into R&M Electric Fans. 

















STANDARD FANS— 
For over 35 yearsthe old 
reliable breeze maker. 
All types and sizes. A.C. 
and D.C. From $6.50 
up, Jist. 


MODERNISTIC 
OSCILLATING 8” 


Robbins & Myers 


FAN § 
AND 
MOTORS 


HAND AND ELECTRIC 
HOISTS AND CRANES 


for a Lifetime of Service 


THE NEW 


R & M 
MODEL 80 


Durable—Dependable 





This new 10-inch oscillator is built to stand 
the hard knocks of constant service. It 
operates silently and has a new winding 
which produces an unusually large volume 
breeze for a 10-inch fan. Finished in semi- 
gloss black enamel. Retails for $16.50. 


The new R & M line of fans is the most com- 


plete we have ever offered. It includes fans of 


all types for home, office or industrial pur- 


poses, at prices to suit every need. All are good 
fans, built to give life-time satisfaction and serv- 
ice. They are trouble-proof. R & M Fans are 
nationally advertised, nationally distributed, 
and nationally sold at a profit. Send for 1932 
catalog. Robbins & Myers, Inc., Springfield, 


Ohio; Brantford, Ontario. 















10” OSCILLATING 
ART FAN—A_ good- 
looking fan for the 
home or office. Silver- 
like finish. Generous 
breeze. $17.50 /ist. 





KOOLITE—The 
new combination 





FAN—Silver-like 36” and 52” DE LUXE CEILING low-priced fan and 
finish. Masked os- FAN—Only 1814” headroom with lighting fixture. 
cillating mecha- light fixture. Lustrous bronze finish. For home or office. 
nism. $12.75 list. Reversible blades. $40 and $50 /ist. $20 Jist. 
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Preston S. Arkwright Heads 
Electric Cookery Council 

Preston S. Arkwright of Atlanta, 
Ga., has accepted the chairmanship 
of the National Electric Cookery 
Council, it has been announced by 
the Joint Executive Committee which 
is representing both N.E.L.A. and 
N.E.M.A. in its preliminary organ- 
ization. 

Mr. Arkwright, president of the 
Georgia Power Co., and a past presi- 
dent of the National Electric Light 
Asociation, is widely known in the 
utility business. The committee has 
also announced the appointment of 
the J. Walter Thompson Co. as ad- 
vertising counsel. 

An outline of a proposed advertis- 
ing and promotional program as sub- 
mitted by the Planning Committee 
of which Joseph W. Busch of Chi- 
cago is chairman, has been approved 
by the Executive Committee. In- 
structions have been issued to pro- 
ceed with a view of having the en- 
tire program ready for operation at 
whatever time is deemed most suit- 
able for its launching. In the mean- 
time, the Council itself will be formed 
under Mr. Arkwright’s leadership. 
He will be chairman of the Execu- 
tive Committee also. 

The budget set up includes the ex- 
penditure of about $200,000 during 
the first 12 months of the activity, 
for electric cookery advertising in 
national magazines, with the use of 
from five to six times this amount 
in newspaper advertising and other 
local publicity. During the second 
and third years, it is expected that 
the national and local advertising ex- 
penditures will be increased in line 
with the number of electric ranges 
set up as distribution quotas. 

All funds employed for advertis- 
ing in anything but local media are 
to be contributed by the manufac- 
turers, leaving the intensive local 
effort to electrical dealers, merchants, 
distributors and power companies. 

The National Electric Cookery 
Council corresponds to the Refrig- 
eration Bureau of the N.E.L.A. Re- 
frigeration Activity. The general 
membership of the council will con- 
sist of prominent members of the 
utility and electric range industries. 

The geographical sections of the 
council will consist of prominent 
utility men as regional.directors and 
company sponsors whose responsi- 


bility will include the setting up of 
local electric cookery councils in the 
larger cities where electric ranges 
are to be promoted. 

These local councils will include 
representatives from all branches of 
the industry interested in promoting 
electric cookery. 
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Cleveland Apartment House 
First to Install Sunlamps 

The world’s first complete apart- 
ment house installation of sunlamps 
in bathrooms is being made in the 
Edgewater Apartments, a 48-suite 
building at 12505 Edgewater Drive, 
Lakewood, a suburb of Cleveland, O. 

W.E. Seeley, president of Hradilek- 
Seeley, Inc., owners of the structure, 
in announcing the installation, said: 
“No one who follows current trends 
can fail to be impressed by the wide 
popular interest which is being shown 
in ultra-violet light. The people in 
general have been impressed with the 
effect of actinic rays in toning up 
the system and building health. It 
seems probable that very soon sun- 
shine lamps will be a standard part 
of the equipment of an up-to-date 
apartment, which tenants will de- 
mand just as they now demand stand- 
ard plumbing.” 

The ultra-violet fixtures are of the 
bracket type, designed for mounting 
on the sidewall and employ the type 
“S-2” lamp. 

The sunlamp units may be used 








Record Refrigeration Sales: Our pho- 
tographer arrived at the office of Trill- 
ing and Montague, Philadelphia, in time 
to see Walter E. Heller, left, congratu- 
late Harry Montague on the firm’s rec- 


ord refrigerator sales. Mr. Heller is 
interested because the finance company 
bearing his name handles the paper’ on 
time payment sales. 


independently of, or in combination 
with, the regulation bathroom light- 
ing fixtures mounted in the ceiling 
and over the mirror above the wash- 
stand. 

Vv 


Milwaukee Utility Sells 
No Ranges 

“We have in Milwaukee what we 
think is the best cooperative set-up 
for encouraging the retailer to take 
an active interest in range selling,” 
says W. O. Zervas, manager of the 
Milwaukee Electrical League. ‘The 
power company does not sell any 
ranges directly, but maintains a dis- 
play of all makes and stands ready 
to provide service and demonstra- 
tions. They maintain a force of 
salesmen who develop leads and 
prospects, who are paid on the basis 
of KW load added, and who also 
credit the sale of the range to the 
particular dealer involved in the 
transaction.” 

The league is now conducting a 10 
weeks course in salesmanship for con- 
tractors, dealers, wholesalers’ sales- 
men and other specialty salesmen in 
the theory and practice of selling elec- 
trical merchandise. 


¥ 

Rocky Mountain Utilities Adopt 

Local Purchasing Policy 
In accordance with a policy adopted 
by electric light and power company 
executives at a meeting last month, 
managers of these companies in Col- 
orado, Wyoming and New Mexico 
are refusing to purchase merchandise 
and equipment from manufacturers 
and wholesalers who maintain no 
stock, headquarters or representatives 
in the territory. The adoption of this 
policy was brought about because of 
the growing practice on the part of 
some concerns in other parts of the 
country to dump distressed merchan- 
dise on this market after their own 

markets had become saturated. 


v 
Jenkins Licenses Canadian Tele- 
vision Company 

The licensing of Canadian Televi- 
sion, Ltd., Montreal, under the pat- 
ents and patent applications of the 
Jenkins Television Corp. of Passaic, 
N. J., is announced by Leslie S. Gor- 
don, president of the latter. The ar- 
rangement places both present and 
future patents at the disposal of the 
Canadian organization, together with 
the vast development and engineering 
experience of the Jenkins personnel. 
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NEW electrically 
reversible 32 and 
52-in. ceiling fans. 
Set for either up- 
draft or down-draft 
by the flip of a 
switch, 





18” to 48” High and Low 
Speed Exhaust Fans 


ROM large industrial plants to cot- 
tage kitchens—you can cover every 
ventilating need with the Diehl line of 
exhaust and ventilating fans. 


The Diehl Line is not only complete but 

sturdily built to provide years of 

trouble-free service. Diehl has been 
making quality fans for nearly half a 


century. 


And—with the Diehl Line you are en- 
abled to do a specialized fan-selling 
job throughout every season in the year 
because of the diversity of types and 
sizes. 
Build good-will and prestige by han- 
dling Diehl fans. 
Write for the 1932 Diehl Fan Catalog 
and sales aids, including impressive dis- 
plays, booklets, envelope enclosures, 
etc., that really help to promote sales. 
























9”, 12” and 16” Flat 
Blade Ventilating Fans 








Wind-O-Vent Ventilator 
Metal or Glass Panel 

















Wind-O-Vent Wall Cabi- 
net Unit with Louvres 





DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 


Elizabethport, N. J. 8” to es Desk 








Atlanta Boston Chicago Columbus Dallas and Bracket 
New York Philadelphia St. Louis Fans 


yy 





I 


FOR EVERY VENTILATING 









NEED 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 







































































































































































































































































Zone | Zone 2 Zone 3 | Zone 4] Zone 5| Zone &6| Zone 7| Zone 8} Zone 9 
COMMODITY 2 -“ 
3] | 8] 8] 4] 31 8] s] 31 ls] 31S] s/s] 8) 5] 3181s] 8] Ble] 3] Blais 
Ol/LlLloOl el Lio] ae LOL elo] Li Lio] wz Ol Zl elol ef) Lio] Zia 
cae on oti sareeen) Poor Fair Poor Poor Poor Poor Fair Fair Poor 
Conduit 0/3/41)2/10 16/0) 2) 4/0 ]16)11 {0/3 )10}/0)2);4)0);4)2),0/2)4]/0);2)5 
Conduit Fittings, Boxes, Accessories} 0 | 3| 4/1 14/13 /0/2/ 4/0/16 |11/0/6;/6;1/1)4/70/4)/2]/0)4,),2]/0)2]5 
Fuses 0/3;243 115 1070/2; 4710715 1272/8) 470) 4/271); 4) 971) 11370) 4)4 
Miscellaneous Supplies .................... 013/474 )]1I7)/ 770) 2;)/ 370 62,1) 7) 570) 2; 47174) 1 0; 4) 370; 2157. 
Safety Switches & Panelboards........ 0;2;513/9 16/0) 2) 470 57177), 570)3/37015)170)3)370;215 é 
Tools 0/0);67;0;)21191/0/0;/370/2)17}0/0);8}]0;0)/5;0;1);310)/0);0]0/0)7 
Wire & Cable 0/3/4174 /15/97/0/2)4)0)15 113 12/6);57/0/4)/270;/5);1 71} 313707045 
Wiring Devices 0';2);513/16);970/2/)/3]1 [14 112)11/7)/57013)370;6);010);4);270)2)5 
Outside Construction Materials...... OP USL 271010410149 18) 2 OTe 2i 38 tO ES PO areas 
B—EQUIPMENT & APPARATUS Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Industrial & Commercial Lighting 
Equipment 0/2'4)2!12114)0/1)4}0)6)18)1/0)/070);3)27/0);3);3 11);0)4]0/3)4 
Motors & Control 0/3);313/3117/0/0)4],0/4 116/0/0)107;0)/1);470);2/4,0/1/)4]/0/0)7 
Switchboards & Accessories ............ 010/5/0/3j20/0/0;/57/0)/2)I7,/ 0/0 )}I2/0; 1/3 7O/O;5 FO 470 ;O;7] , 
Telephone & Signal Equipment........ 0)}1)'4)0)3|20;0/0/4)/0/1)17/0/0)107/0';0)/4)/0;1);310/0;570/0)| 4 2 
Commercial Equipment .................... O;O;S571/ 6470/0); 3 70) 5 1270) 1; 9F OTT 27} ty 3s JO; ts} 27;0);0)4 
Industrial Equipment ........................ 0/1';570/3118)0/0);370;/2)11}0;0);8;0;1);370)}1;';310;/;0;210)0) 4 
Ventilating & Air Conditioning 
Equipment 0'0;6)1/)4/191/0)/0)57/0/31191/0/0]}10;0);2)/370);1);41/0/2),210/0|5 
C—APPLIANCES AND SPECIALTIES Fair Fair Poor Poor Poor Fair Fair Fair Poor 
Counter Merchandise ..................... 1/6/2;5/9/o}1/ 4/17 01I7/8}ol4/9]}1}/4)2}1/7/072)31/2]01 4] 4 
Electric Clocks 0151413 | 117/0/0/4]1] 8 |6}0)2]11271)/3)/370)1)/4]70/11/5]0/3]5 
Fans 0'0/);843/3/217;0;1;/;570;)311910/1/970;0);510;0);670);2);3]10/0) 8 
Heating Appliances ................----e-se-- 0/4/}4]0|16/15}0/2/2]11/9 1157013) 810/3/3/0;3/4]0;/1/3]10] 3) 5 
Incandescent Lamps .......................... Z/4/OU N71 3 7O SITES NZ, 3741/9770 972)4)/071141/073)4)/0F117)0 
Oil Burners 0) 1)370/0)/4)0/0)370/0)57/0)0)2)/0)/0/;/070/;/ 1) 170)/0/0;0);0; 17) | 
Radio 1)/3;573),5)0 FO} 2,370] OPO; 3/371; 1} 47013 1/4 71) 4) 37113) 4 ie 
Ranges & Water Heaters................ P/O; 57071 TOO; S71 Ss 2FO; VT, s7O;2;2TU 1 470; ry 4y0yrs 5 
Refrigerators 1}1/573)/6)/472/0;/371/)/4/370;/0/271;/0;}/170/3!'12]1),2)4]0);2)0 
Residential Lighting Equipment........ CP UP STU RS AO ET ESO PO Re Pere re tS 22a eT eee 3 
Trains & Toys 1) 1)270/0}18)0;0;);3)0)0);87/0/0;31/0;0/2/0);0);2}0;0/0)0)|0)2 
Vacuum Cleaners 1/2/6720 (11 7O} 1) 3700 1570) 1)8 70,5); 270;/5);2 71) 1)3 40) 443 
Washing & Ironing Machines.......... 0/5); 472) 8/13 )1/0)371)5 11310),2)870)4);210;)4)2]1)3 | 17 t)3)2 
Other Motor Driven Appliances...... 11 3{2/2/8/740/0) 4741] 6}I2/0) 0} 541) 3/170) 2/2) 1) 3) 07] 1 | 3 | 3 
ZONE AVERAGE Poor Fair Poor Poor Poor Poor Fair Fair Poor 
STATES IN EACH ZONE 


Zone |—New England:— 


Zone 2—Central Atlantic:— 


Zone 3—Southeast:— 


Zone 4—Midwest:— 


Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut. 


New York, New Jersey, Pennsylvania, Dela- 
ware, Maryland and District of Columbia. 


Virginia, North Carolina, South Carolina, 
Georgia, Alabama and Florida. 


Ohio, West Virginia, Kentucky, 


nio, Indiana, 
Michigan, Illinois, 


Wisconsin and Iowa. 


Zone 5—Gulf Southwest:— 


Zone 6—West Mid-Continent:— 


Zone 7—Central Northwest:— 


Zone 8—Pacific Northwest:— 
Zone 9—Pacific Southwest:— 


Texas, Oklahoma, Arkansas, Louisiana, 
Mississippi, Tennessee and Missouri. 


Kansas, Nebraska, Colorado and Wy- 
oming. 


Minnesota, North Dakota, 
kota and Montana. 


Idaho, Oregon and Washington. 


South Da- 


California, Arizona, New Mexico, Utah 
and Nevada 
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“1 USE STEELTU 


at every opportunity 









@ Here’s what Seth Cohn, electrical contractor 
of San Mateo, California, says about Steeltubes: 
“In wiring the Levy Bros. Department Store Build- 
ing I used Steeltubes exclusively. Its use here is not 
unusual. I use Steeltubes at every opportunity, for 
[ find that I save 20% by doing so. At the same 
time I sacrifice nothing in the quality of the installa- 


tion. [ am more than pleased with the success I have 


had with Steeltubes.” 


Mr. Cohn and other contractors all over the country 
are lowering their costs with Steeltubes ... giving 


Top: The 100% Steeltubes their customers more electrical value per dollar. It’s 


Levy Bros. Building. Square: good business for them to use Steeltubes . . . and good 
Steeltubes elbows can be cut off business for you to recommend and sell this modern 
conduit. Steeltubes is threadless . . . cuts faster .. . 


to fit in panels without offsets 
bends easier . . . costs less. Ask your customers to try 


Steeltubes and watch their costs come down. 


or alterations. Circle: An easy 
job... with Steeltubes. 


Electrical Division 
STEEL AND TUBES, INC. 
Cleveland, Ohio 
(A Unit of Republic Steel Corp.) 


oT EELTUBES 


a. a a oF ee >? ee. t C ON DU ii 
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Association 


Activities 





A forum for the exchange of news 
and views between both local and national 
trade associations. Reports of association 
activities and changes in personnel are solici- 
ted from association executives 











Lake Michigan Club 
Meeting 
Friday, April 29th 


Lighting Institute Quarters 
Electric Association of Chicago 


Luncheon Dinner 











March Meeting of Refrigeration 
Division, N.E.M.A. 


The March meeting of the Refrig- 
eration Division of N.E.M.A. was 
held at the Mansfield, O., plant of 
the Westinghouse Electric & Mfg. 
Co. on March 16. 

A code of ethics, developed by the 
Commercial Practices Committee, was 
approved by the division. This code 
is available in quantity to all division 
members. 

The uniform warranty presented 
by this committee was approved by 
the division and put to'a letter bal- 
lot at the February meeting. The re- 
turns from the ballot were sufficient 
to approve the warranty and it has 
been referred to N.E.M.A. head- 
quarters for adoption as a recom- 
mended practice. 

A special committee was appointed 
to consider cooperating with the Na- 
tional Association of Heating Con- 
tractors as regards the field of air- 
conditioning. 

Vv 


Savannah Association Raises 
Standard 


Through efforts of the Electrical 
Association of Savannah an ordi- 
nance was recently passed in that 
city which prohibits the sale of elec- 
trical merchandising not approved 
by the National Board of Fire Un- 
derwriters. 





include an analysis of present chan- 
nels of distribution as well as the 
marketing problems incident to the 
sale of electrical appliances. A por- 
tion of the survey will be devoted to 
the problem of merchandising appli- 
ances by utilities. But the major em- 
phasis will center on the merchandis- 
ing and sales promotional aspects of 
the problem. 

The survey will be directed by Dr. 
Kenneth Dameron of the faculty of 
the College of Commerce, Ohio 
State University. 

The Association of Electragists is 
now conducting a survey among its 


Philadelphia Association Forms 
Dealer Cooperative Division 
The Dealers Cooperative Division 

of the Electrical Association of Phila- 
delphia is a recently formed unit un- 
der the direction of Sherman W. 
Griselle. An exhaustive survey is 
now under way to determine what 
policies will be of most assistance to 
the retailer in the display, advertis- 
ing, selling, and financing of electri- 
cal merchandise. Following this sur- 
vey merchandising policies will be 
formulated and presented as a com- 
plete service to the dealer. 


Vv ‘ : 
h ney membership to determine the amount 
Two Merchandising Surveys Now 5; merchandising by electrical con- 
Under Way tractor-dealers, the merchandising 


The Electrical Merchandising 
Joint Committee is conducting a sur- 
vey on the merchandising of elec- 
trical appliances. This survey will 


policy of local utilities and the ex- 
tent of competition from chain, de- 
partment, furniture and other stores 
selling electrical appliances. 











Essex Electric League Entertains Prominent Guests: The Essex Electrical League 
at its monthly luncheon on March 11, at the Newark Athletic Club, attended by 
about 500 members and guests, entertained Governor A. Harry Moore of New 


Jersey as its guest of honor; Major Jerome T. Congleton of Newark, and 
numerous other prominent guests. H. P. Litchfield of the Graybar Electric Co., 
and president of the League, in introducing the speakers, said in part, “We have 
joined together in this League in the belief that the public interest is best 
served by cooperation between the public utilities, manufacturers, wholesalers, 
contractors and retailers, and that buyers of electrical energy and merchandise 
will receive better service at reasonable prices; that the buyer will be better 
informed as to improved, safe and high quality appliances through the use of 
which the day’s work may be lightened and the evening hours enjoyed; and we 
are trying to make sure that these commodities are distributed in the most efficient 
and economical way.” 
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Waerner you are interested in tape 
for resale or for actual industrial use in your 
plants, Firestone has a tape for every pur- 
pose. The Firestone Quality line of Friction 
Tape includes: 

Firestone Holdfast — A general utility 
tape at a low price for automotive electrical 
and household uses. Waterproof, weather- 
proof. 

Firestone High Test — For precision elec- 
trical uses. Extra adhesiveness, assuring firm 
grip, long life. Will not discolor copper wire 
or cause corrosion. Exceeds A. S. T. M. speci- 
fications. 


Akron Splicing Compound — Definitely 
higher in quality than Underwriters’ require- 
ments. Fuses instantly and perfectly into 
solid tube. Will withstand 10,000 volts for 


over 5 minutes. 





7 





Firestone Gray Tape — For the most 
exacting electrical service. Meets American 
Railway Association Specification No. 8226. 


You'll find Firestone Friction Tape does 
a better taping job for you. Edges do not 
ravel. There are no loose threads to pile up. 
For greatest adhesion an extra ply of quality 
rubber has been added. 


Special Offer 


If you want to try Firestone Friction Tape 
send a card to the Firestone Tire & Rubber 
Co., Akron, Ohio. Specify the type tape you 
want and a sample roll will be sent free of 
charge. If you are interested in a resale prop- 
osition see your local Firestone District 
office or write to ‘‘Firestone,”’’ Akron, Ohio, 
or Los Angeles, California. 


Monday Night Over CN. B. C. CNationwide CNetwork 


irestone 


i to th **Voiee of Firestone” a 
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FRICTIORN TAPE 


Copyright, 1932, The Firestone Tire & Rubber Co, 
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St. Louis Radio Association 
Forms Appliance Section 

Wm. P. Mackle, managing secre- 
tary of the St. Louis Radio Trades 
Association announces the formation 
of an appliance section at the associ- 
ation’s March meeting. 

“We are recognizing the fact,” says 
Mr. Mackle, “that the majority of 
the radio dealers have, during recent 
years, taken on additional appliances 
when they have seen opportunities to 
make money with special merchan- 
dise. Many are merchandising sev- 
eral different lines of appliances in 
order to eliminate seasonal sales 
slumps. Also, we are anxious to as- 
sist dealers in these new lines as we 
have in the radio field. But, we do 
not believe that the allied merchan- 
dise should be emphasized over and 
above radio. With these facts in mind 
and considering the position of these 
dealers, we have set up within the 
organization a division which is desig- 
nated as ‘Electrical Appliance and 
Home Economics Section.’ 

“The set-up and functioning of 
this new section is similar to that of 
other divisions of our association, 
such as the wholesaler section, radio 
service section, etc. Each group is 
an integral part of the Radio Trades 
Association and concerns itself with 
the specific problems and tasks aris- 
ing in that particular phase of the 
radio business. The new section will 
concern itself with the purchasing 
and distribution problems of electric 
specialty appliances as they affect ra- 
dio outlets that are selling them. 
Subjects of general interest to the 
radio trade are dealt with at general 
meetings and, of course, the various 
sections operate under the supervision 
and with the assistance of the entire 
radio organization. In this way, we 
believe that we can most efficiently 
serve the members of our association 
and continue to maintain our identity 
and to promote radio as our greatest 
interest.” 


v 


Lighting School Planned for 
Seattle 

The Electric Club of Seattle is 
proceeding with plans for its pro- 
posed Illuminating School, which is 
intended to stress the need and value 
of adequate and proper lighting, and 
the art of electric lighting. The 
course of study will cover the entire 
field of lighting and will be open to 





Heads Lady Lighting Bugs: — Leaders 
among the women devoting their efforts 
to the advancement of lighting interests 
are members of the Sorority of Light of 
which Betty Jane Strawn is the Grand 
Exalted Lady Bug. Miss Strawn is 
affiliated with the Kansas City Power & 


Light Co., Kansas City, Mo. The Lady 
Bugs are the women’s auxiliary to Phos, 
the Fraternity of Light, more generally 
known as the “Lighting Bugs,” the em- 
blem of which is a scarab. Both the 
Fraternity and Sorority of Light are 
supplied with lighting manuals and new 
lighting data that is kept up to date by 
the organization of Curtis Lighting, 
Inc., Chicago, III. 





all employes of electrical contractors, 
contractor-dealers, electrical whole- 
salers, power companies, architects, 
consulting electrical engineers, de- 
partment stores and large office build- 
ing, advertising agencies, window 
trimmers, and lighting fixture sales- 
men. 

Wholesalers appointed to the com- 
mittee include George Longmuir, 
Graybar Electric Co., and Jack 
Graff, General Electric Supply Corp. 


v 


Four Wholesalers Directors of 
Cleveland League 

In a recent election, four well 
known Cleveland, O., wholesaler 
executives were honored with places 
on the board of directors of the 
Electrical League of Cleveland. 
They are: C. H. (“Chief”) Wilson, 
district manager, appliance sales, 
General Electric Supply Corp.; 
James Sidway, manager, Westing- 
house Electric Supply Co.; David 
Aitken, manager electrical depart- 
ment, the George Worthington Co., 
and George N. Siess, manager of the 
Graybar Electric Co., Inc. 


Commonwealth Edison to Handle 
Dealer Paper 

The Commonwealth Edison Co. 
has recently announced a financing 
service for appliance retailers in the 
city of Chicago. 

The plan is experimental and is 
limited to approved dealers, approved 
appliances, and to sales of electrical 
appliances, the retail price of which 
is not less than $5.00 nor more than 
$50 per appliance. The proposed 
financing is limited to a total of not 
more than $100,000 and individual 
dealers cannot have more than $5,000 
outstanding at any one time. 

This radical change of policy on 
the part of the Edison Co. is directly 
due to the efforts of a committee of 
electrical wholesalers who have been 
attempting to secure a modification of 
this utility’s merchandising methods 
for over five years. Ralph Steffens, 
manager of the Electric Association 
of Chicago, rendered this committee 
valuable assistance in the negotia- 
tions with the executives of the Com- 
monwealth Edison Co. 

The wholesalers’ committee con- 
sists of F. R. Eisemann, Revere 
Electric Co., A. J. McGivern, Man- 
hattan Electrical Supply Co., and P. 
W. Greene, Middle States Electric 
Co. 

¥ 


League Conference on 
Shipboard Planned 


It is planned to hold the mid-sum- 
mer conference of electric leagues on 
board ship, during a cruise from 
New York to Bermuda and return, 
sailing from New York Wednesday 
afternoon, at 2:00 o’clock, August 3, 
and arriving in New York on the re- 
turn journey at 9:00 A. M., Monday, 
August 8. 

Tentative arrangements have been 
made by the committee to secure the 
Munson Liner Pan America for the 
exclusive use of the league confer- 
ence, provided a minimum of 200 
passengers take the trip. The maxi- 
mum accommodation is 275. 

The cost of the boat trip, inclusive 
of the visit to St. George, but ex- 
clusive of personal purchases, will be 
$60.00 per person. In order to con- 
summate the plan, it will be necessary 
to secure at least 200 definite and 
non-cancellable reservations from the 
leagues, their members, and others to 
whom individual invitations are ex- 
tended. 
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ALL BAKELITE: 


ee? 


Ne a Quel Installed 


FOR INSTALLATION on wall or baseboard near the radio, wherever placed. Provides 
connecting- point for straggling wires from aerial, ground and nearest power outlet. 
Run double or flat wires to Radio Outlet instead of leaving them messed on the floor. 
Illustration shows popular method—which also makes radio PORTABLE. Set may be located 
across the room from aerial, ground and power connections, so long as the ARROW Radio 
Outlet is adjacent for plugging - in. 


This quickly installed, low-cost convenience makes a neat, attractive job with any room arrange - 
ment. Makes a quick appeal to your customers, the Electrical Contractors; Radio Stores and service 
men. Specify No. 2178 for SURFACE installation; catalogue data-sheet sent upon request. 


HARKT & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Trends in 


Distribution 





A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








A Utility Defends the Wholesaler 


Manufacturer to wholesaler to re- 
tailer to consumer—the time tried and 
most efficient .method of merchandise 
distribution ever devised for the pur- 
pose of moving goods of all kinds and 
descriptions from the source of produc- 
tion to the ultimate consumer or user. 


In all the hue and cry relative to dis- 
tribution in recent years much has been 
said regarding the merits and demerits 
of this plan of getting goods from pro- 
ducer to consumer—yet not one single 
constructive suggestion has been offered 
which, when put to the acid test of ac- 
complishing results with a saving in 
cost yet with no sacrifice of service or 
advantage, has measured up to the needs 
of all concerned. 

In the first place, the wholesaler is 
one of the strongest checks on the cost 
of distribution. Like a clearing house 
in a banking system, the wholesale house 
cuts down the number of transactions 
by thousands; simplifies the operation 
of business, and centralizes many scat- 
tered jobs. The wholesaler puts addi- 
tional profit into every sale the retailer 
makes because of the saving he effects 
in getting goods from the manufacturer 
without lost motion. Through him, the 
retail merchant can quickly procure the 
products of hundreds of manufacturers 
at one operation. 

Further, the wholesaler brings to his 
work a specialized knowledge of buy- 
ing and selling that no other agent pos- 
sesses. He knows the merchants whom 
he serves; knows their problems inti- 
mately ; knows which goods can be sold, 
and which cannot. Unlike the manu- 
facturer, the wholesaler is not forced 
to take a product which may be good 
or bad and batter it into the market re- 
gardless of the merchant’s interest. 

The wholesaler is an essential and 
necessary factor in the distribution of 
most lines. He performs a necessary 
and worthwhile function. He aids in 
the distribution of merchandise. He 
exacts as his fee for rendering an es- 
sential service a very minute toll in the 
form of a service charge, a charge 
fully justified by the real measure of 
service which he renders. 

No delving into the depths of eco- 
nomic theories is needed to justify the 
existence of the wholesaler. The record 
he has written into business history is, 
in itself, justification. —NORTHERN 
States Power Co.’s Electrical News 
Bulletin for February. 


The Danger of Over-expansion 
in Refrigeration 


The sound reason for lowering prices 
is to expand markets. Otherwise, it is 
a profitless struggle over a declining 
volume. Lower prices will not greatly 
expand the market for refrigeration. 
We know the market for 1932. It is 
approximately 1,000,000 domestic re- 
frigerators. We know that this market 
can be sold only by the same consistent 
sales and advertising pressure that has 
built the business to its present size. 

The attempt to expand this market as 
rapidly as it is possible to expand man- 
ufacturing and distributing facilities 
will bring overproduction which will 
inevitably eliminate the dealer, erase 
manufacturing profits and leave the dis- 
tributor on the rocks.—L. E. Morratr 
in Electrical Merchandising for March. 


v 


The Problems of Reconstruction 


It is time now to begin rebuilding for 
greater permanence and security. We 
must face the problems of reconstruc- 
tion. 

What are those problems? Here are 
those which I believe to be of immedi- 
ate necessity : 

1. Rebuild staple stocks. 

. Improve your quality. 
Revise your economies. 
. Replace weak personnel. 
New income sources. 
Study your customers. 

. Make current history. 

8. Stop selling at a loss——Ernest C. 
HastTincs in Dry Goods Economist for 
February. 


NA ui & WO 
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The Craze for Volume 


There are so many who are waiting 
for a return of the so-called prosperity 
period and so relatively few of us who 
are willing to adjust our business to 
conditions as they actually are and as 
they will be for years to come. Up to 
1929 the goal of every business man 
was volume. Each day we must exceed 
the record which we set yesterday, or 
we were failures—and I frankly believe 
that it is this craze for volume which 
still exists that is largely responsible 
for our failure to recover what might 
be termed normal business in these 
United States of ours.—Paut S WILLIs, 
President, Associated Grocery Mfrs. of 
America, before the Nat’l Wholesale 
Grocers Assn., January 26. 


"Bootleg" Wiring 


With: many cities finding it neces- 
sary to cut the budget, the electrical in- 
spection forces are feeling the knife. 
The police protection is, therefore, poor 
and the chance of “getting away” with 
“bootleg” wiring is getting greater. 
Where do these bootleg wiremen get 
their material? Is that not a question 
for the legitimate trade to ask? 

The legitimate wholesalers ought to 
see that material sold to this class of 
trade hurts their good trade. They 
should have a “wholesale only” policy 
and confine their sales to licensed con- 
tractors.—Epitoriac in Electrical Con- 


tracting for March. 
v 


A $100 Million Industrial Lighting 
Market 


We know that factory lighting costs 
average less than 3/10 of 1% of the 
value of the manufactured product. We 
know the advantages of lighting are 
spreading themselves, tangibly or in- 
tangibly, over every factory activity. 

We know that better lighting in- 
creases production efficiency, improves 
morale, conserves eyesight—all of which 
affect the payroll. We know that part 
of the $ billion spoilage bill of Ameri- 
can manufacturing is due to poor light- 
ing. We know that 15% of industrial 
accidents are due either wholly or in 
part to inadequate light, and that over 
50% of factory workers have defective 
vision. 

Now it happens that the market for 
lighting is, in general, satisfied with 
exactly the same lighting commodities 
that have been available for several 
years. It is simply a question of better 
and more intelligent application of exist- 
ing products. 

The customer already has _ wires, 
sockets, reflectors and lamps and he is 
not interested in these merchandise 
items. He is interested in better re- 
sults in those places in his plant where 
the lighting problems are chronic. 

Practically 100% of the 190,000 in- 
dustrial plants in the United States have 
electric light. They have it because they 
could not operate without it. Yet these 
190,000 electrically-operated plants rep- 
resent a broad field for $100 million of 
relighting business awaiting intelligent 
development. — C. E. Wertz, Lighting 
Engineer, General Electric Co., in Class 
and Industrial Marketing for February. 
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Utility Merchandising is a 
Problem of Distribution 


The business world is controlled with 
what is popularly known as the “utility- 
merchandising controversy.” “Contro- 
versy” refers to the activities of utilities 
in selling electrical goods at retail. 


It should be recognized that selling a 
service has been interpreted as selling 
appliances, that principles of merchan- 
dising and store management, as we 
think of them in retailing, have not 
been features of utility merchandising 
and that today the utilities are on rec- 
ord as declaring their intention to see 
electrical goods sold by others and their 
willingness to withdraw from the field 
if they can be shown that other dis- 
tributors will do an effective job. Hence, 
we are obviously confronted with a dis- 
tribution problem. 

Marketing or distribution is but a 
phase of production and so we must 
endeavor to secure information extend- 
ing from producers through consumers. 

Out of a logical study of distribution 
facts should come a pattern of merchan- 
dising which would show how appli- 
ances can best be marketed. Under- 
neath this major pattern should come a 
wealth of detail which would in essence, 
indicate how to merchandise, how to 
advertise, how to finance the consumer 
—a handbook of sound merchandising 
practices. And, for the first time, suffi- 
cient data would be available to offer 
a concrete discussion of such problems 
as fair and unfair competition and other 
aspects of the electrical merchandising 
controversy. 

Those interested in the problem will 
be handicapped, until such time as an 
adequate array of factual information is 
available. The task is not impossible 
and such an agent as the Joint Commit- 
tee, with the cooperation of other inter- 
ested groups, could secure and present 
in a constructive manner, the type of 
material necessary to promote the con- 
structive merchandising of electrical 
goods.—KENNETH DAMERON of the 
Electrical Merchandising Joint Com- 
mittee in The Bulletin of the National 
Retail Dry Goods Association for Feb- 
ruary. 


v 


Chain Store Taxes Will Be Passed 
On to Public 


Looking ahead into 1932, we can see 
some anti-chain store taxes practically 
a certainty, with others perhaps to fol- 
low. Assuming that we must live with 
such anti-chain store laws as have been 
passed and pay the taxes they represent, 
some have asked, “Will these taxes hurt 
your profits for 1932?” 

Our answer is No! 

Any tax, large or small, will be borne 
by the manufacturers and by the public. 
Our prices are fixed and our buyers will 
have to cover the tax as well as the 
other operating expenses by buying to 
better advantage. This will mean that 
the manufacturer’ will lower his price 
to us, and with our knowledge and per- 
mission, he may put slightly less into 


his merchandise, so as to earn his usual 
profit at that lower price. Thus the tax 
in the long run will be paid by the 
public, for it will be paying the same 
prices but getting just a little less qual- 
ity—Husert T. Parson, president, F. 
W. Woolworth Co., in Chain Store Age 
for January. 
Vv 


Cost of Distribution Justified 


There is a tendency to criticize any 
system of distribution through whole- 
sale channels as involving unnecessary 
costs. There is some criticism because 
over a period of many years the pro- 
portion of the consumer’s dollar repre- 
sented by distribution cost has in- 
creased, while the proportion repre- 
sented by manufacturing cost has de- 
clined—and in consequence it is often 
suggested that jobber distribution is too 
costly. 

Yet, our entire industrial system, 
which has developed around the idea 
of specialization, has made it possible 
to reduce manufacturing costs tremen- 
dously, while necessarily increasing dis- 
tribution costs. When the village black- 
smith forged the tools required by his 
community, manufacturing cost was the 
principal item; distribution cost was 
negligible. But when in the develop- 
ment of our industrial system these 
tools were turned out by machine meth- 
ods in certain industrial centers for 
nation-wide distribution, then produc- 
tion cost was cut to a small fraction of 
what it once had been and distribution 
cost was greatly increased. But the 
consumer obtained tools of far better 
quality and at much lower deliverea 
cost. 

Certain factories make certain spe- 
cialized products with low-cost, mass- 
production methods for use over the 
entire country; and it is then the nec- 
essary function of the wholesaler to 
gather these products from the far 
corners of the country, warehouse them 
in various distribution centers, and de- 
liver them as the retail outlets require 
them. 

The services of the wholesaler can- 
not be dispensed with, nor can the 
wholesaler’s costs be eliminated. Even 
in a chain-store system the warehous- 
ing functions of the wholesaler must 
be included and the cost of these nec- 
essary services absorbed. When a 
manufacturer attempts to sell direct to 
the retail trade over any large part of 
the country, he usually finds it neces- 
sary to establish branch houses in lead- 
ing distribution centers—and_ these 
branches must perform the wholesaler’s 
services, to which necessarily must be 
attached the wholesaler’s costs.—Elec- 
trical South for December. 


v 


A Manufacturer's Sane Policy 


The Trumbull Electric Manufactur- 
ing Co. has kept its organization intact. 
Our sales force is slightly larger than 
in 1930. Not a department head or 
foreman has been dismissed or laid off. 
The total employed at our Plainville 


factory today is 91% of January 1, 
1931. To be sure, we have not run 
full time, but our men have been taken 
care of. 

The management has loaned money 
to those faced with unusual emergency, 
on no security other than a personal 
note to be paid when possible. 

We have our own relief department, 
funds for which are raised through vol- 
untary individual subscriptions, card 
parties and entertainments; enough to 
supply the urgent needs of those who 
through shortened hours have been un- 
able to make both ends meet. 

No Trumbull man has been the re- 
cipient of food or funds from the 
Emergency Relief Committee of the 
town. There has been no cut in work- 
hour or piece rates. There has been 
no cut in our advertising or develop- 
ment appropriations. 

Our distributors have stood loyally 
by us, and we feel that our relative po- 
sition in the field is just as strong as 
ever in spite of quite a shrinkage in 
sales—which shrinkage we feel sure 
has been no greater, and we believe 
has been less, than average —Trumbull 
Cheer for January. 


v 


Hardware Dealers Active 
in Refrigerator Sales 


Three years ago the hardware dealer 
was not a particularly important factor 
in the sales of electric refrigerators. 
But he is today. 

Five thousand hardware dealers now 
sell electric refrigerators totaling more 
than $30,000,000 a year, according to 
one authority, who also figures that 
this volume will exceed the combined 
sales through department stores and fur- 
niture stores and will be two and one- 
half times the volume sold through all 
other types of outlets —Sales Manage- 
ment for December 19. 


v 


Department Stores Alive to 
Electrical Market 


The market for electrical merchan- 
dise is one which the department store 
has apparently failed to cultivate, if we 
are to judge by superficial evidence 
alone. Is this lack of action a matter 
of inertia or indifference, or does the 
explanation lie deeper than would ap- 
pear on the surface? 

Some executives of the utility com- 
panies are frankly hopeful of seeing de- 
partment stores tackle the job aggres- 
sively because of their very wide con- 
sumer contacts in their respective com- 
munities, and because of their potential 
capacity to do a mass selling job as well, 
if not better than any other type of 
retail outlet. 

Clearly, then, the retail distribution 
of electrical merchandise is entering a 
new phase. In such a situation, depart- 
ment stores face a definite opportunity to 
increase their sales in electrical mer- 
chandise—The Merchandise Manager 
for December. 
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Osgar Pliers Meets the Central 
Station Bunch 


Dear Mr. Editor: 


Well, Bill Robinson was in to see 
me the other day — you remember 
Roby, he’s with the Empire Co. 


If ever they was a salesman Roby is 
that guy. He comes in with a smile 
which is as contagous as measels in a 
kindagarden and boy that baby could 
sell two pants suits to Gandhi. 

“Now Osgar” says Roby, “I dont 
want to rush you but I’m out after 
business whilst things is on the up- 
grade” he says. 

“Whaddye mean, upgrade” I says, 
“things aint never been so tough, 
Roby—dont kid the actors.” 

“Says you” says Roby. 

“Says I” I says and a customer 
comes in for a plug and receptacle 
which I wraps up and after I put the 
deugh in the register and the cus- 
tomer walks out Roby says, “The 
trouble with all of us is we have for- 
got how to sell” he says. “Heres a 
bird comes in to your store asks for 
a ten cent receptacle—you take his 
money—and you think you’ve sold 
something” he says. “Hell, you aint 
done nothing” he says. “In the first 
place that bozo wants to fix up a cord 
set—why didnt you sell him a new 
one and a extra one” he says. “I'll 
bet you a dollar against a ten cent 
bank claim you could of” he says. 
“Did you,” he says, “No, because 
that would of took some work. Did 
you ask him if he needed lamps and 
maybe a extra outlet or a new perco- 
later” he says. “No, that would of 
taken some work” he says, “but you 
aint the only lousy salesman”’ he says. 

“Wait a minute” I says. 

“Pardon me” he says “Ive got the 
floor. You had the chanct when the 
customer was in—its my turn now. 
As I was saying” he says “you aint 
the only lousy salesman. A big cor- 
poration sent 200 women around to 
shop at grocery stores all over the 
country” he says. “They gave them 
each five dollars and told them to ask 
for a loaf of bread and some cake 
flour. They could spend up to five 
dollars on anything the grocer wanted 
to sell them but” he says “to ask only 
for the bread and flour. What hap- 
pened ?” he says. 

“IT give up” I says “I’m lousy on 
riddles.” 

“Well” says he “the most any gal 
could spend was $1.60 and”’ says he 
“the grocers say business is terrible 


and so do you—both for the same 
reason—you’ve forgot how to sell.” 

“Wait a minute” I says, “I dont 
object to being called a lousy sales- 
man” I says, “but how and the hell 
do you get that way to comparing me 
to a grocer” I says. 

“Why not” says he. 

“T’ll tell you why” I says, “they is 
as much diference selling canned 
goods and percolators” I says “as 
they is between you and heaven.” 

“Selling is selling” says Roby. 

“Well” says I getting sore, “for 
one thing they aint no central sta- 
tion in the grocery business” I says. 

“Well, well” says Roby, “sooner 
or later out comes the old alibi. Al- 
right—dont tell me wkat’s wrong with 
the central station—I’ve heard it so 
much I can start with you at the be- 
ginning and keep saying all the argu- 
ments till we get to the end like we 
was going over the alfabet” he says. 
“Osgar, you’re so wet that if one 
quarter of the water which was on 
your brain was in your lungs you’d 
be drownd” he says. “Mind you I 
have no brief for the central station” 
he says, “they make mistakes but 
don’t we all. But” says he, “they 
make mistakes trying to increase the 
sale of current consuming devices and 
thats where you and the rest of the 
crowd that’s baying at the moon can’t 
see further than your nose” says he. 
“They do the promoting, they create 
the markets, and you so-called mer- 
chants come right behind them like 
crows behind the plow—if you're 








Heads St. Louis Distributing Company: 


James C. Gordon is head of the James 


C. Gordon Co., Ine., distributors of 
radio in St. Louis. Mr. Gordon is well 
grounded in wholesaling major special- 
ties and will soon add other lines. 


smart. You birds are yelling to get 
the central station outen the merchan- 
dising business” he says, “and after 
they’re out, says you, your business 
will be great. In your hat, says I” 
says he, “instead of the central sta- 
tion, which is a living part of your 
industry, working to develop markets 
for its good and yours” says he, 
‘“vou’ll have mail order houses and 
drug chains selling cheap stuff you 
won’t be able to touch. Result, every- 
body will be sick of the thing—you'll 
get no business—we’ll get no business 
—the manufacturers will get no busi- 
ness—and where your yelling to get 
the central station outen the business 
you'll be yelling to get him back in 
six months” says he. 

“Look at Kansas and Oklahoma” 
I says. 

“Go ahead and look” he says, “who 
and the hells stopping you, and if 
you think there is any dealers para- 
dise in them states now you are sev- 
eral miles wrong” he says. “The cen- 
tral station is outen the business in 
them states” he says “and it looks as 
tho dealers like you is out to and the 
only birds which is glad they is out” 
he says “is the mail order boys and 
the stores which sells a wafle iron for 
$3.67 and throw in a canary and 
cage” he says. 

“Wait a minute” I says, “are you 
trying to sell me something or make 
me mad” he says. 

“T’m trying to sell you something” 
says Roby, “and thats a job” he says. 
“Listen Osgar” he says, “the central 
station wants to sell one thing only— 
juice” he says “percolators—washers 
—ranges use juice so they want them 
sold’* he says “they dont give two 
hoops in Hades who sells em but they 
want em sold” he says. “The central 
station bird will do everything to help 
any bozo who will sell current con- 
suming devices. Why not” he says, 
and so on. 

Well, to make a long story inter- 
esting, Roby and I went over and 
met the central station gents, and they 
is regular guys, and we mapped out 
a campain to sell cake mixers which 
is a wow and I’m sold they is no use 
yelling to tear down nothing until 
you are sure the thing you are going 
to put up is better than the thing you 
are pulling down. 

Hoping you are the same, 

Respectively yours, 
_OsGar PLIERS. 

P.S. I gave Roby the order for the 

mixers. 








April, 1932 ELECTRICAL WHOLESALING 55 
SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





> 
we 

res ee 

fePy 





a Oe . CRE S 


BLANKETED 


The Colt-Noark line of Industrial and Meter Service Switches 
completely covers the Safety Switch requirements of factory, 


office building, apartment house, and dwelling. 


In every building one or more switches are required and, what- 
ever the application, a suitable Colt-Noark Switch is available. 


Furthermore, Colt-Noark Safety Switches give blanketed assurance 
of satisfactory performance. 


Catalog “F’” and an interesting booklet, “The Rampant Colt,” 


mailed on request. 


COLT’S PATENT FIRE ARMS MFG. CO. 


PIONEERS OF PROTECTION SINCE 1836 


ELECTRICAL DIVISION HARTFORD, CONN.., U.S. A. 
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Report on Air Conditioning 
Available 


Human beings can do four times 
as much work in a temperature of 
100 degrees when the relative hu- 
midity is 30%, then when it is 100%, 
and can perform at maximum eff- 
ciency only between the temperature 
limits of 40 degrees and 75 degrees 
F., according to facts quoted in a 
report just issued by the Policyhold- 
ers Service Bureau of the Metropoli- 
tan Life Insurance Co., entitled “Air 
Conditions and the Comfort of 
Workers.” 


The report describes simple meth- 
ods of measuring humidity and air 
motion, and explains how air is “con- 
ditioned” for comfort and efficiency. 
Methods of removing excessive heat 
and moisture, and of cleansing the 
air are also described. 

The report offers scientific knowl- 
edge of air and its effects on human 
beings as a timely help in preventing 
some of the sickness and decreased 
efficiency that become prevalent at 
this time of the year. Copies may be 
obtained without charge from the 
Policyholders Service Bureau of the 
Metropolitan Life Insurance Co., 
One Madison Avenue, New York 
City. 

Vv 


Dust Cloth Aids Cleaner Sales 


It is constantly becoming more 
difficult for salesmen of appliance 
dealers to get into homes through the 
use of “cold canvass” methods. To 
overcome this difficulty the General 
Electric Co. decided to offer a dust 
cloth as a premium gift on vacuum 
cleaners, this dust cloth to be given 
to the housewife only when she per- 
mitted a home demonstration of a 
General Electric vacuum cleaner. Na- 
tional advertising in October, No- 
vember and December in leading 
women’s publications contained dust 
cloth coupons. Over 50,000 coupons 
were returned and the names turned 
over to the wholesale distributor in 
the proper territory. 

One of the first distributors to 
follow up on this national advertising 
was Stanford Goodman, manager of 
appliance sales at the Royal-Eastern 
Electrical Supply Co., New York 
City. A full page newspaper ad was 
run featuring the dust cloth, and in- 
cluding a list of dealers in the metro- 
politan territory. 


Over 2,100 coupons were received 


and distributed among the various 
dealers. Dust cloths were personally 
delivered by the dealers’ salesmen 
who at the same time made demon- 
strations. Dealers reported as high 
as 50% of cleaner sales from these 
demonstrations, together with sales 
of other merchandise including clocks, 
radios and other appliances. This 
wholesaler also found the dust cloth 
to be an excellent means of building 
an accurate prospect list for the 
dealer because the delivery of the 
dust cloth gave the dealer’s salesman 
an opportunity to find out what ap- 
pliances were lacking and which ones 
needed replacing in each home called 
on. 
Vv 


Oil Burner Convention to Exceed 
Previous Records 

Presaging a record-breaking en- 
rollment for the Ninth Annual Con- 
vention to be held in Boston the week 
of April 11, word received from the 
American Oil Burner Association 
from dealers and manufacturers all 
over the country on the eve of the 
Boston meeting indicates that the 
1932 convention will be a high water 
mark in the history of the industry. 


With a virtual sell-out in so far 
as the show is concerned and an im- 
pressive program for the business 
sessions of the convention, Harry F. 
Tapp, executive secretary of the as- 
sociation, looks to the Boston con- 
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Specialty Department Manager: w. M. 
Klein started with the Iron City Elec- 
tric Co., Pittsburgk>-Pa., in 1912. In 
1930, after completing a varied electri- 
cal experience, he was made manager 
of the refrigeration department for that 
company. 


vention to accomplish a constructive 
job in so far as the industry’s own 
problems are concerned and _ to 
achieve a big step in the further pub- 
lic acceptance of oil burners in the 
Boston territory. 


v 


Westinghouse Managers Hold 
Refrigeration Conference 

Approximately 120 sales promotion 
managers attended a meeting at the 
Mansfield, O., plant of the Westing- 
house Electric and Mfg. Co., from 
March 12 to 14, at which the adver- 
tising and selling campaigns for the 
spring season were explained. Mar- 
shall Adams, sales promotion man- 
ager, served as chairman, and C. E. 
Allen, commercial vice-president, C. 
B. Graves, manager of the refrigera- 
tion division, with R. L. Sanner of 
the sales promotion department, took 
active parts in the discussion. The 
technical parts of the sessions were 
in charge of B. C. Davison, manager 
of the commercial refrigeration serv- 
ice, and R. C. Cosgrove, manager of 
the water cooler division. 


v 


R. C. A.-General Motors Radio 
Contract Dissolved 


The contract between Radio Corp. 
of America and General Motors Ra- 
dio Corp. has been dissolved as of 
December 31, 1931. General Motors 
radio will discontinue further manu- 
facture of radio sets and contemplate 
no further re-entry into this field. For 
reasons other than the desire of Gen- 
eral Motors to drop out of the radio 
field, the dissolution of the contract 
was effected at the year end. This ac- 
tion was part of the agreement with 
the federal government that the con- 
nection between R. C. A. and General 
Motors through General Motors ra- 
dio would be severed. 


v 


L. H. Bennett in New Location 
The L. H. Bennett Co., Ltd., north- 


ern California distributor for Gen- 
eral Electric refrigerators, ranges 
and appliances opened its new display 
room and office building at the corner 
of Sutter and Stockton streets, San 
Francisco, the latter part of January. 
The building has been completely re- 
modeled and modernized, and pro- 
vides one of the most notable display 
rooms in northern California, and one 
of the finest refrigerator and appli- 
ance stores in the west. 
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Ray Mason 


Ray Mason, manager of the New 
Haven house of the Graybar Electric 
Co., passed away on March 2. In 
August Mr. Mason would have com- 
pleted 30 years of service with the 
Western Electric and Graybar Com- 
panies. 

Entering the employ of the West- 
ern Electric Co. as an office boy in 
1902, he spent 15 years in the New 
York office of that company. In 1917 
he was transferred to New Haven 
where he looked after the company’s 
interests in the Connecticut territory 
until his death. 


Vv 
Edwin M. Scribner 


Edwin M. Scribner, a veteran in 
the electrical field, died recently at his 
home in Evanston, Ill. For many 
years he was connected with the 
Western Electric Co., serving as dis- 
trict supply sales manager both in 
California and Chicago. 

In 1909 he opened a Pacific Coast 
office for the Arrow Electric Co. 
Soon after he was transferred to Chi- 
cago as western manager and later 
was made general sales manager of 


A Weekly Sales Meeting: c. 
iand to explain the sales possibilities of his company’s products to the men ot 
the George Worthington Co., Cleveland, O. Standing, left to right: G. D. Kirke; 
. J. Bohning; J. M. McCleave; C. L. Beeman; A. J. Manning, and C. A. Myers, 


o longer with this company. 
vans, D. Aitkin, and H. E. Steep. 








Sitting: H. W. Savage; A. 


the Arrow Electric Co. with head- 
quarters at Hartford, Conn. 

Mr. Scribner left the Arrow Co. 
in 1920 and became connected with 
a manufacturer’s agency. For the 
past several years his interests have 
been outside the electrical field. 

v 


E. Ward Wilkins 

A pioneer electrical manufacturer, 
E. Ward Wilkins, president of Part- 
rick & Wilkins Co., Philadelphia, 
died February 29 at the age of 72. 

Entering the business firm of Part- 
rick-Bunnell & Co., when a boy of 
12, his entire life was devoted to the 
manufacture of electric signal equip- 
ment. 

Mr. Wilkins took an active part in 
the formation of the Electric Credit 
Association, now the National Elec- 


trical Credit Association, and in the | 


Electrical Supply Dealers’ Associa- 
tion, the forerunner of the National 
Electrical Wholesalers’ Association. 
It was his company that built the 
first phonograph, under the direction 
of Thomas A. Edison, in 1877, and 
that ran the telephone wire for Prof. 


Bell’s experiments at the Centennial | 
Exposition in Philadelphia the previ- | 


ous year. 

Mr. Wilkins is survived by his 
widow, two daughters and a son, 
Warren W., who is_ vice-president 


and secretary of the Partrick & Wil- | 


kins Co. 


R. Evans of the General Cable Corp. was on 








In the District Court of the United 
States for the Northern District 
of Indiana 


FORT WAYNE DIVISION 


ACME STEEL COMPANY, 
a corporation, 
Complainant 
vs. IN EQUITY 


THE INDIANA RUBBER AND No. 216 
INSULATED WIRE COM- 
PANY, a corporation, 

Defendant 


NOTICE OF SALE 


| Pursuant to a final decree made and en- 
|tered March 4, 1932, in the above entitled 
|; cause, the undersigned, as Receivers, will of- 
|fer for sale at public auction the assets be- 
| longing to this company, consisting of the 
| following: 


| Real Estate 

Approximately 15 acres of land, and 37 
brick, iron or frame constructed build- 
ings from 1 to 3 stories in height, 7 of 
such buildings being equipped with 
modern elevator system. 


Machinery 
A complete line of machinery, equip- 
ment, tools, etc., suitable for use in the 
general manufacturing business of bi- 
cycle tires, and insulated wire. 


Merchandise 
A complete inventory consisting of fin- 
ished stock, stock in process, raw ma- 
terials and manufacturing supplies, more 
fully described in the inventory records 
of said defendant company on file with 
the Clerk of said Court. 


Accounts and Bills Receivable 
All accounts receivable, notes and ac- 
ceptances receivable and choses in ac- 
tion as of the date of the receivership, 
together with accounts and bills re- 
ceivable created by the Receivers, in- 


cluding equity, if any, in assigned 
accounts. 

Good Will 
Good Will of the defendant company, 


right to use the name, right to receive 
incoming orders and inquiries, together 
with orders now on hand, in process of 
manufacture, and any orders or in- 
quiries which may be received up to 
date of sale; also all trade names, 
patents, and trade marks. 
The assets above described have a book 
| value of an excess of $650,000.00. The defend- 
ant company has been in business for over 
thirty-five years and is fully equipped for the 
manufacture of insulated wire and rubber 
products. 

The Receivers will offer the assets for sale 
at public auction to the highest bidder for 
cash on Friday, April 8, 1932, at 2:00 o’clock 
P.M, Central Standard Time. The sale will 
be held on the premises of the defendant 
company at its offices in the City of Jones- 
boro, Grant County, Indiana. No bid for the 
said property, either in parcels or as an en- 
tirety, will be received unless the bidder shall 
deposit with the Receivers 25% of the amount 
of his bid in cash or check certified by some 
reputable bank or trust company acceptable 
to and payable to said Receivers. The sale 
is subject to confirmation by the Court within 
five days after the conclusion of said sale. 


For a more detailed statement of the terms 
and conditions of said sale, prospective pur- 
chasers are referred to the final decree on 
file with the Clerk of said Court at Fort 
Wayne, Indiana. The undersigned Receivers 
and their solicitors will also be glad to fur- 
nish such information as may be required. 


WILLIAM D. REMMEL 
R. W. SEIBERLING 


Federal Building, 
Fort Wayne, Indiana. 
A. L. Schapiro, 
First National Bank Bldg., 
Chicago, II. 
and 


Receivers, 


Condo & Batton, 
Marion, Indiana, 
Solicitors for Receivers. 








G. Haffner; C. R. | Arecuueeeececnocecececacoeaeeeeoqeneecaaaeat 
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National Association of 
Radio, Refrigeration and 
Electrical Distributors, tn. 





Tex information on 
this page has been prepared by 
H. G. Erstrom, Executive Vice- 
President, by Authorization of 
the Board of Directors of the 
Association on June 9, 1929 





Survey on Conditions in the 
Refrigeration Field 


A very complete survey has just 
been completed by the Association on 
“Conditions in the Refrigeration 
Field.” No expense has been spared 
in making the summaries of the 220 
questionnaires returned by distribu- 
tors as complete and valuable as pos- 
sible. Owing to the cost of this com- 
prehensive survey the executive com- 
mittee has authorized its release in 
complete form to association mem- 
bers only. Members who have al- 
ready viewed the preliminary recap- 
itulation and charts of this survey 
have stated that it is unquestionably 
worth several times their annual dues 
The survey will be used as a basis 
for a membership campaign among 
refrigeration distributors to be start- 
ed the first of April. 


The Association has only recently 
expanded its activities to cover this 
field. This survey, therefore, repre- 
sents its first refrigeration activity. 
It was undertaken to determine how 
the Association could be of the great- 
est assistance to refrigeration dis- 








A "Majestic" Golfer: —Harry Alter:— 
Since the above cartoon was drawn 
by Jo Metzer the Harry Alter Co. has 
concentrated its efforts on “Majestic” 
refrigeration exclusively. At its annual 
meeting March 16, the Chicago Better 
Business Bureau elected Harry Alter a 
director for a two year term. 


tributors as well as to the entire in- 
dustry. This survey very clearly 
demonstrates the weak spots in exist- 
ing distribution methods. As a re- 
sult a campaign for uniform policies 
will be launched by the Association 
in the very near future. A standard 
“Code of Business Practices” for re- 
frigeration distributors and retailers, 
together with a “Standard War- 
ranty” and a suggested “Code of Ad- 
vertising Practices” will also be an- 
nounced soon. 


v 


Central Investigating Bureau 


At the last meeting of its Execu- 
tive Committee, the National Associ- 
ation of Radio, Refrigeration and 
Electrical Distributors authorized the 
establishment of a Central Investi- 
gating Bureau. This bureau, which 
will be located at the Association’s 
offices, will maintain not only a com- 
plete list of all lines handled by each 
member, but will also maintain a con- 
fidential file of the experiences of 
each distributor-member on each in- 
dividual line. Thus, when any mem- 
ber is contemplating taking on a new 
manufacturer’s line he will be able to 
secure definite, first hand information 
from the bureau as to the experi- 
ence of his fellow members with that 
product. 

During the past year and a half 
under the direction of Hobert Him- 
mel, chairman of the Supplementary 
Line Inquiry Committee, the Associ- 
ation has surveyed its members on a 
large number of manufacturers. 
These survey reports include very 
complete information on capitaliza- 
tion, character of personnel, arrange- 
ments with distributors, protection to 
distributors, nature of product and 
other details, together with the confi- 
dential comments of the distributors 
concerning various products. These 
files will be constantly added to and 
kept up-to-date by the Central In- 
vestigating Bureau. 


The Association has been seeking 


a service which could be individual- 
ized for the benefit of its members 
exclusively. In the Central Investi- 
gating Bureau it offers a service for 
which a real need has existed for 
some time. 

Vv 


New Officers Elected by 


Wisconsin Association 


The Wisconsin Radio, Refrigera- 
tion and Appliance Association has 
announced the election of the follow- 
ing officers and directors for 1932: 
president, Vernon H. Maurer, Badger 
Radio Co., “Majestic” distributor ; 
executive vice-president, B. S. Wis- 
niewski; vice-president wholesale di- 
vision, A. Van Antwerpen, Radio 
Specialty Co.; vice-president retail 
division, W. F. Seemuth, Real Radio 
Service ; treasurer, L. M. Jeger, presi- 
dent of the Standard Securities Co. ; 
secretary, L. T. Robertson, McCoy 
Robertson Co. The board of direc- 
tors includes W. C. Kluge, chairman, 
G. R. Barnes of Barnes McGovern 
Co., J. J. Dougherty of J. J. Dough- 
erty Co. and the above officers. 








Activein Radio Association: — Frederick 
R. Gooding, president of F. R. Gooding 
Co., Wilmington, Del., has been elected 
director of the Radio Trades Asso- 
ciation. 








News 


from the Field 
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Ech month "Electrical Wholesal- 
ing" sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 


tors. Voluntary contributions of news items 
and snapshots are invited from our readers 











Westinghouse Supply Adds 
Kolster Line 

Arrangements have recently been 
completed by which “1932” Kolster 
international receiving sets will be 
sold in continental United States by 
the Westinghouse Electric Supply Co. 
and a group of electric wholesalers 
doing business with that company, lo- 
cated in approximately 100 strategic 
jobbing centers. 

Production of Kolster sets has 
been speeded up materially since the 
completion of these arrangements for 
distribution of the 1932 line. It is 
estimated that by the first of April 
the Newark factory will be working 
at full capacity. 

v 


Van Sickle Company Organized 
in St. Louis 

Geo. W. Van Sickle & Co., a new 
Missouri corporation recently organ- 
ized by George W. Van Sickle, a 
pioneer in the radio business in St. 
Louis, has been appointed exclusive 
distributor in the St. Louis district 
which includes eastern Missouri and 
southern Illinois for Mohawk radio 
and refrigeration. 

Television receivers, automobile re- 
ceivers, washing machines and other 
electrical appliances will also be dis- 
tributed. Excellent results are report- 
ed from a new type of display trailer. 


v 


Electric Supplies Distributing 
Elects Officers 


At its annual election the Electric 
Supplies Distributing Co., San Diego, 
Calif., chose the following officers: 
president, Sam L. Hall, succeeding 
Walter C. Wurfel; vice-president and 
manager, Fred G. Goss, succeeding 
Mr. Hall; secretary-treasurer, Basil 
Guthrie, succeeding Grace Showley. 
Mr, Hall was one of the original or- 
yanizers of the company and has been 
ictive in the management since its 


incorporation in 1917. Mr. Goss, 
with the exception of a few months’ 
residence in Los Angeles, has been 
associated with the company since its 
start and for several years has been 
sales manager. Mr. Guthrie has 
been with the company for over 10 
years and during most of that period 
he has been purchasing agent. 
v 


Rex Cole Launches Spring Drive 

Three hundred dealers of Rex 
Cole, Inc., in Long Island, Westches- 
ter, Connecticut, and the newly ac- 
quired territory of Dutchess, Ulster 
and Sullivan Counties, N. Y., launch- 
ed their annual spring sales drive in 
convention at the Electrical Institute, 
Grand Central Palace, by accepting 
quotas larger than ever assigned in 
the history of the corporation. 

Better market conditions, which 
have improved sales in the territory, 
justified a quota increase for all out- 
lets. 

Harold C. Caspers has been pro- 
moted to take charge of range sales 
for this distributor. 

v 


Columbus Iron Works Opens 
Electrical Department 

The Columbus Iron Works Co., 
Columbus, Ga., has recently opened 
a new department for the sale of 
electrical supplies. Up to this time 
there has been no electrical supply 
house in Columbus. G. M. Murray, 
Jr., is in charge of this department. 

v 


Stewart-Warner Sales Changes 
Name 

The name of the Stewart-Warner 
Sales Co., 712 E. Fayette St., Syra- 
cuse, N. Y., has been changed to 
Albert Brother, Inc. The company 
is a distributor of the Stewart-War- 
ner radio and auto accessories. The 
company is re-arranging its present 
quarters. 


Consolidated Industries Promotes 
Langlois 

M. G. Langlois, formerly of the 
Ottawa and Montreal offices of Con- 
solidated Industries Products Ltd., 
has been transferred to Vancouver 
to become western division manager 
of the household appliances division 
of his company, which includes 
Norge refrigeration and related 
household appliances. Assisting him 
as British Columbia representative 
will be F. G. B. Whitehead, formerly 
with the B. C. Electric and Hudson’s 
Bay companies. The De Forest Cros- 
ley radio division of the company 
will remain as formerly, under the 
supervision of W. T. Burnham. 


v 


Harry A. Brown Takes Over 
Graybill 
The Jno. E. Graybill & Co., Inc., 
is one of the oldest electrical whole- 
sale distributors in the field today. 
Last June Mr. Graybill died and the 
business was sold to Harry A. 
Brown, who was formerly connected 
with the Philadelphia branch of the 
Sears-Roebuck Co., where he had 
charge of the electrical fixtures and 
supplies. Under Mr. Brown’s direc- 
tion the Graybill Co. will specialize 
in lighting fixtures. 
Vv 


Lewis Radio Holds Open House 

Over 800 dealers visited the Cros- 
ley radio and refrigeration display 
held by the Lewis Radio Co., Inc., 
Philadelphia, on March 8 to 10. 

Mr. Lewis announced that in the 
very near future a school would be 
started by his company for dealers, 
their salesmen and service men at 
which time instruction will be given 
to dealers on electric refrigerators 
and sales and service of radio receiv- 
ers. Prominent executives and engi- 
neers have been secured to address 
these meetings. 
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Personals 





RussELt E. HuntTING is in charge of 
the refrigeration department at FE. B. 
Latham and Co., New York City. Mr. 
Hunting was formerly general sales 
manager of the Louis Buehn Co., Phila- 
delphia. 

E. H. Brown will cover the India- 
napolis territory for the Westinghouse 
Electric Supply Co., Indianapolis, Ind. 

Tue Netson Exectric Suppty Co., 
Tulsa, Okla., announces the addition of 
O. E. Dyer as salesman for the Dallas, 
Tex., house. 

G. E. Setrtie has been appointed vice- 
president of the E. H. Shaefer Corp., 
Milwaukee. 


GRABER AND DuFFIELD, INc., Norris-. 


town, Pa., has added Robert B. Snyder 
to its sales force. 

EpwaArp Fores is a new manager at 
the Radio Equipment Co., South Bend, 
Ind. 

L. W. Suaw, for five years with the 
Kubec Electric Co., is now selling for 
the Steiner Electric Co., Chicago. 

S. R. StepHan will contact apart- 
ment houses exclusively in the city of 
Denver for the Auto Equipment Co. of 
that city. J. Walsh has been trans- 
ferred from general line territory in 
New Mexico to devote all his time to 
sales promotional work on the Norge 
refrigerators. 

THE PtymMoutH EL Lectric Co., New 
Haven, Conn., has employed Lucien 
Sicotti as salesman. 

M. S. KAuFMAN is territory manager 
of Servel refrigerator sales at the 
Brown Camp Hardware Co., Des 
Moines, Ia. 

W. L. NEMEcEK succeeds B. R. Wad- 
dington as price clerk at the Terry- 
Durin Co., Cedar Rapids, Ia. 

Vason REESE is a new salesman with 
the Triangle Wholesale Electric Co., 
Muncie, Ind. 

Moser AND Suor, Inc., Kansas City, 
Mo., has placed Claude E. Miller in 
charge of the Wichita, Kans., branch. 
Mr. Miller was formerly with Frigid- 
aire. C. A. Stuewe, formerly one of 
Brunswick’s leading salesmen, is now 
covering the southeastern territory for 
this company. L. W. Loncteaux is 
handling apartment refrigeration sales 
is Kansas City and Geo. P. Wood is 
assisting dealers in retail merchandising 
on Norge refrigerators. 

Frep G. LAFFERTY who comes from 
the General Electric Supply Corp., De- 
troit, is a new member of the sales 
staff of the F. C. Teal Co., Detroit, 
Mich. 

THE Mttnor REFRIGERATION Co., 
Cincinnati, O., announces the appoint- 
ment of J. F. Parker as sales manager 
of the range department. 


HERBERT Roserts has been placed in 
charge of refrigeration sales at Stern 
& Co., Inc., Hartford, Conn. 

C. M. Russe t is the new refrigera- 
tion sales manager at the F. R. Good- 
ing Co., Wilmington, Del. 

A New SALeEsMAN, Gardner B. For- 
don, has been employed by the Ostran- 
der Electrical Supply Corp., New York 
City. 

G. N. O_mstTeap has recently joined 
the sales organization of the Sutton 
Electric Supply Co., Wichita, Kans. 

Two New salesmen, Wendell Kirk- 
patrick and E. F. Little, have been 
added by LaMotte and Callaway, San 
Diego, Calif. 

RicHArpD D. Garr is now connected 
with the Peerless Electric Supply Co., 
Indianapolis, Ind., as salesman. 

Lester C. BARNETT, formerly credit 
manager for the Dallas division of the 
Westinghouse Electric Supply Co., has 
been transferred as credit and adminis- 
tration manager for the Houston and 
San Antonio, Tex., branches. His head- 
quarters will be Houston. 

J. E. Backus has joined the sales 
force of the Stubbs Electric Co., Port- 
land, Ore., as laundry home equipment 
specialist to cover the city and territory 
on sales promotion. 

J. C. HUMMEL is traveling New York 
State for the East Coast Electrical Sup- 
ply Co., Inc., New York City. Mr. 
Hummel was formerly with the Gray- 
bar Electric Co. 





THE ScRANTON Electric Construction 
Co., Scranton, Pa., has added Daniel H. 
Lewis and A. P. Kranenbury to its 
sales force. Mr. Lewis was formerly 
connected with the Penn Electrical 
Engineering Co. for eight years and 
Mr. Kranenbury was employed by the 
General Electric Co. in Wichita, Kans. 

G. A. Smitu and Charles G. Kunz 
have been transferred from the store to 
the city sales division of the Shuler 
Supply Co., New Orleans, La. Mr. 
Smith will cover the entire northern 
section while Mr. Kunz will cover the 
southern section. 

M. A. ZreGLER will take charge of 
merchandise sales at the Rumsey Elec- 
tric Co., Philadelphia. 

G. W. Trasu, formerly with the Ten- 
nessee Electric Power Co., has been 
appointed manager of the Memphis 
office of Pendergraph Brown, Inc., 
Tennessee distributors of General Elec- 
tric refrigerators and ranges. 

I. B. WatTersBury of the Union Elec- 
tric Co., Oakland, Calif., be it known 
is the father of an athletically illus- 
trious son, Ed. Waterbury, who plays 
left end on the University of California 
football team. L. B. says that the boy 
is not jobber minded but has a berth 
waiting for him with one of the big 
eastern insurance companies when he 
graduates. 

GrorGE Lewis is a new man in the 
shipping department of the Greenfield 
Electrical Supply Corp., Brooklyn, 
an A 





Basket Tossers from New Haven: Not long ago the championship basketball 
team of the C. S. Mersick & Co., New Haven, Conn., played the House of David 
team and would have won only, according to Charlie Albee, their boss, they were 
constantly tripping over their opponents’ whiskers. Who are they? Coach Fred 
Spencer, Arthur Lenzi, John Lowell, John Glur, Manager Charlie Albee, Jim 
Bernardo, Fred Patricelle, George Lenze, Alex Laine, Albert Loos, Lousi Aurora 
and Ed. Fredericks. These same boys are out for the championship again this year. 
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Depression Business: Earl M. Frank, 
Reinert Electric Co., Allentown, Pa., 
found contractors enthusiastic over the 
idea of selling up-to-date outlets while 
doing repair jobs. Out of 58 calls in 
the immediate territory Frank sold 57 
on the idea. The next week he went 
into the coal region and sold 76 display 
boards out of 112 calls. 


| 








Radisco Announces "Three 
Profits’ Campaign 
In order to increase sales of com- 
bination radio phonograph sets the 
Radio Distributing Co., Newark, N. 
J., has presented to its dealers a 
“Three Profits’ campaign which in- 
volves public demonstrations of RCA 
Victor long playing records and home 
recording, 
Vv 
G-E Outlets to Sell Silex 
Coffee Maker 
The 20,000 dealer outlets of Gen- 
eral Electric Co. have been made 
available to the Silex Co., manufac- 
turer of the Silex glass coffee maker, 
President Frank FE. Wolcott an- 
nounced, 


Under the new contract, General | 
Electric has placed a heavy order for | 


initial stocks. 

The International Silver Co. and 
Benedict Mfg. Co., both makers of 
silverware, have been cataloging the 
Silex for some time, helping the com- 
pany effect a 40% gain in volume 
in 1931. 

vV 


H. H. Kuhn Heads Akron 
Chamber of Commerce 

The Chamber of Commerce of 
Akron, O., has elected Hesket H. 
Kuhn of the Hardware and Supply 
Co. as its president for the ensuing 
year. Mr. Kuhn is also a director 
of the Better Business Bureau and 
the Akron Retail Merchants Associa- 
tion. He is now serving his third 
term as president of the National 
Supply and Machinery Dealers As- 
sociation. 





BSAFETY SWITCHES 


ror New 
Wiring 
Sequence— 






test links— 
‘meter- 

‘test links— 
‘switch- 

| fuses (accessible) 
load 


urray eae 


—the ideal combination of meter and range 
| switch with meter connection test block 
complete within one cabinet 


This combination is used not only with electric range 2 fuses, solid neutral. i—60 amp. 3 wire range clreuit, 
installations but, it provides for the control of other 6—30 amp. 125 volt plug fuse circuits for lighting 
existing and FUTURE circuits. All the wiring in one and water heater connections. Metal meter board and 
cabinet—a neater, more compact and, above all, an meter connection test block. No. 278 is the same as 
easier wired job. No. 277 except that meter connection test block is not 

furnished. Send fer booklet showing other Murray 
Accessible fuse type, 60 amp. {25-250 volt, 3 pole, Switehes. 


METROPOLITAN 
om! DEVICE, GORPORATION ‘uuu 


1250 ATLANTIC AVENUE 
BROOKLYN: NEW YORK 
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The “Inside Force”: 


purchasing departments of Listenwalter 
and Gough, Inc., Los Angeles, are here 


The order and 


represented. From left to right they 
are: J. J. Bennett and W. E. Brown of 
the order department; W. E. Listen- 
walter and M. H. Wissmann of the pur- 
chasing department. W. E. Listenwalter 
is the son of Charles Listenwalter, now 
retired. 


Lines Added by Wholesalers 


Rumsey Etectric Co., Philadelphia 
—Estate Electric ranges. 

SHULER SuppLy Co., New Orleans, 
La.—Crosley electric refrigerators. 

ScRANTON ELectric CONSTRUCTION 
Co., Scranton, Pa.—Edison General 
Electric Appliance Co., Inc. 

Stusss Exectric Co., Portland, Ore. 
—Automatic washers and ironers, Delco 
cleaners and fans. 

PEEerLEss Etectric Supprty Co., In- 
dianapolis, Ind.—Gibson electric refrig- 
erators. 

OsTRANDER ELECTRICAL SUPPLY 
Corp., New York City—Wiremold. 

F. R. Goopine Co., Wilmington, Del. 
—‘“Sparton” refrigeration and Voss 
washers. 

STERN AND Co., Inc., Hartford, Conn. 
—Standard electric ranges. 

MILNoR REFRIGERATION Co., Cincin- 
nati, O.—‘“Hotpoint” ranges. 

MosER AND Svor, Inc., Kansas City, 
Mo.—Norge refrigerators. 

TRIANGLE WHOLESALE ELEctric Co., 
Muncie, Ind.—Delco water pumps, Cun- 
ningham tubes, Westinghouse refriger- 
ators. 

Brown Camp HarpwareE Co., Des 
Moines, Ia.—Servel refrigerators. 

PrymoutH Etectric Co., New 
Haven, Conn.—Mohawk refrigerators. 

Rapio EguipMENT Co., South Bend, 
Ind.—Sampson-United appliances. 

Netson Etectric Suppty Co., Tulsa, 
Okla.—Milbank folding barricades. 

SouTHERN Exectric Co., Staunton, 
Va.—“Sparton” refrigerators. 

VERMONT ELEctRIC SuppLy Co., Rut- 
land, Vt.—‘‘Fada” refrigerators. 

SAGER ELectricat Supprty Co., 
Salem, Mass.—Sheer regulators. 





RayMOND RosEN AND Co., Philadel- 
phia—Kelvinator line for eastern Penn- 
sylvania and southern New Jersey. 

Union Suppty Co., Inc., Burlington, 
Ia.—“Royal” vacuum cleaners. 

Keith Simmons Co., Memphis, 
Tenn.—Gibson electric refrigerators. 

ALBERT BrotrHers, INc:, Syracuse— 
United motor service. 

SHERWOOD Hatt Co., Ltd., Grand 
Rapids, Mich.—Delco appliances. 

WESTINGHOUSE ELEcTRIC SUPPLY 
Co., Chicago—Marr oil burners. 

BeLtasco E.ectric Suppty Co., Chi- 
cago—Hart and Hegeman wiring de- 
vices. 

ANTHRACITE Rapio Co., Scranton, 
Pa.—U. S. radio, television and refrig- 
eration. 

Co_umBus DistriBuTING Co., Colum- 
bus, O.—Gibson refrigerators. 

NORTHERN DIstRIBUTING Co., New- 
ark, N. J.—Automatic washers and 
ironers. 

McIntyre Burret Co., Milwaukee, 
Wis.—‘“Everwear” washers and “Spar- 
ton” refrigerators. 

Cuas. B. Scotr Co., Scranton, Pa.— 
“Sunbeam” and Dominion appliances. 

Wauwn Raprio Co., Boston, Mass.— 
Mayflower electric refrigerators. 

GrorceE H. BucKMINSTER Co., Bos- 
ton, Mass.—Electro Dental Mfg. Co. 
fans and toasters. 

Exectric SuppLy Co., Tulsa, Okla.— 
Norge refrigerators. 

E. S. & E. Co., Albany, N. Y.— 
Leonard refrigerators for eastern New 
York state. 

Cook Exectric Suppty Co., Okla- 
homa City, Okla——Dominion appliances. 





Sirk City Evectric Suppity Co., 
Newburgh, N. Y.—Black and Decker, 
Kayline, Delco fans. 

Nortu Coast Etectric Co., Tacoma, 
Wash.—Leonard refrigerators. 

Hus ELectricaL Suppty Co., New 
York City—Pass and Seymour fixtures, 


Diehl fans, Cutler-Hammer _ safety 
switches. 
LinpLEY ELectric Suppry Co., 


Philadelphia, Pa.—Diehl fans. 


Vv 
Southern New York Supply Issues 
Booklet 

An eight page booklet has recently 
been sent to its trade by the Southern 
New York Electrical Supply Co. of 
Binghamton, Elmira and Jamestown. 
It contains photographs of the three 
branches with individual pictures of 
the entire personnel. A list of manu- 
facturers represented and a statement 
of the policy of this wholesaler are 
also included. 


Vv 
Delinquent Accounts 
The accompanying tabulations 


show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for February, 1931 and 1932. Also 
these figures are shown for the first 
two, months last year as compared 
with the first two months of this 
year, 


COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
FEBRUARY 29, 1932 


NUMBER OF ACCOUNTS REPORTED 








Jo %o 
Increase Increase 
re February or 2 Months or 
: Division 1931 1932 Decrease 1931 1932 Decrease 
Eo ae oc aaa Se 254 208 —18.9% 502 426 —15.1% 
Middle & Southern Atlantic 
MEER. Sica te <oeore 38 87 —37. % 267 214 —19.8% 
New England ..... 50s... 102 126 +23.5% 184 229 +24.4% 
SRN ooo co oxo <oiaeen 647 492 —24. % 1277 980 —23.3% 
GAS TREY Coes ce camnee 1141 911 —20.2% 2230 1849 —17.0% 
TOTAL AMOUNTS REPORTED 
Jo % 
Increase Increase 
February or 2 Months or 
Division 1931 1932. Decrease 1931 1932 Decrease 
New VOM .ss60%448 $ 42,199 $24,983 —40.8% $ 75,678 $ 45,376 —40. % 
Middle and Southern 
Atlantic States .. 18,771 10,806 —42.4% 33,313 25,000 —24.9% 
New England ....... 10,577 13,582 +28.4% 15,818 20,088 +27. % 
CONEPRN hinccsaes ee. 61,062 44,005 —27.9% 120,050 85,732 —28.6% 
gi Os iY, rer ae $132,609 $93,376 —29.6% $244,859 $176,196 —28. % 
AVERAGE AMOUNTS 
February 2 Months 
931 1932 1931 1932 
Bi as acne: Pdee seve wanebaresn tees $166 $121 $301 $213 
Middle and Southern Atlantic States........... 136 123 248 236 
Se SD 5 ox kdngnkeKebesneev oneness Ks 104 108 168 171 
RDOMTSINE ae Schenck, DER RR Gives oietea ts Ogee eee 94 89 187 179 
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RENU-FUSE PANELBOARDS 


E. S. and E. Company Moves 

The E. S. and E. Co., Albany, 
N. Y., has moved from its former 
building at 278 Broadway to 31-37 
Church St. The new buildings give 
the company approximately 50% 
more floor space. 

v 
Murray Electrical in New 
Location 

The Murray Electrical Supply Co., 
New York City, is now occupying 
larger quarters at 334-336 Bowery, 





where it is carrying a complete line | 


of electrical supplies. Among the 
features of this new location are 
4,000 sq. ft. of floor space and a new 
up-to-date showroom of lighting fix- 
tures. 
v 
Greenfield Electric Scores in 
Radiotron Campaign 
In the last campaign on RCA Ra- 
diotron tubes the Greenfield Electric 
Supply Corp., Brooklyn, N. Y., won 
$825 list value in tubes, together with 
a bronze tablet presented to the com- 
pany by the RCA Radiotron Corp., 
for efficient and cooperative work. 
v 
New Publications 
THE BoNBRIGHT SurRVEY: Electric Light 


& Power Companies of the United | pe bocanes they help 


States, eighth edition, 193 pages, Mc- 
Graw-Hill Publishing Co., New York, 
$10. A directory of utilities operating 


in all cities and towns of over 2,500 | “*% 2 - 
rigid electrical require- 


population, including holding company 
affiliations, capitalization and earnings. 
Pertinent census data and number of 
central station customers by states are 
included, together with a list of hold- 
ing companies and their subsidiaries. 








Their Districts Make Best Sales Records: 
“Congratulations,” says H. W. Newell, 
vice-president in charge of sales, Frigid- 
ire Corp. (center), to company repre- 








sentatives of sales districts that made | 


the best records during 1931. At the 
‘ight is Claude H. Wolfe, Tampa, Fila., 
district, and, left, is Cecil E. Kirby. 
liami, Fla. They were made president 
ud vice-president, respectively, of Frig- 
laire’s honor organization, “The B.T.U. 
‘Juota Club Congress.” 








Cat. No. 64FN without Trim 


A Good—Safe 
Electrical Product 


that you can recom- 
mend to your Contrac- 


much to eliminate dis- 
agreeable work and 
trouble—meet the most 


ments and give entire 
satisfaction in use. 


Backed by a_ sound 
merchandising policy, a 
dependable service es- 
pecially when quick 
cooperation is neces- 
sary. 


Panelboards are made 
with 30 or 60 ampere, 
N.E.C. Fuse Circuit and 
with or without Plug 
Fuse distribution. Can 
be wired so that Renu- 
Fuse Pull-Cover can be 
used as disconnect for 
Branch Circuits or as 
disconnect for the 30 
or 60 ampere circuit. 





60 Amp. N.E.C. 
Fused Bakelite 
Pull-Cover. 
Can also be 
furnished in 30 
Amperes. 





Catalog No. 
64FN 2-60 Am- 
pere N.E.C. 
and 4-30 Am- 
pere Plug fuses. 
Flush type in 
roughed-in po- 
sition Dead 
Front and Pull 
Cover removed. 





Cat. No. 64FN with Trim 


Catalog No. 64FN 
With Aluminized Trim 
Completely Installed 












The WADSW 





cM Inc. 
ntucky. 
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Manufacturers 


Activities 





ie news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








Walter Fagan Back in Manufac- 
turing Field 

On February 1, Walter Fagan sold 
the Pacific Wholesale Radio, Inc., 
Los Angeles, one of the oldest radio 
distributing companies on the Pacific 
Coast to Leigh Borden and his father, 
and joined the Holbrook Mfg. Co., 


Los Angeles, as general manager. 





Walter Fagan 


This concern, founded in 1849 un- 
der the name of Holbrook, Merrill 
& Stern, started as plumbing supply 
jobbers, later going into the manu- 
facture of hardware and stoves, and 
now has entered into the electric re- 
frigeration field. Under Mr. Fagan‘s 
direction this manufacturer will act 
as its own distributor in the state of 
California, 

Mr. Fagan started in the electrical 
field as a contractor in Berkeley, 
Calif., then entered the jobbing busi- 
ness under the late “Billy” Low and 
worked up to chief executive of the 
Pacific States Electric Co. 

Leaving California in 1909 he be- 
came Chicago representative for 
Crouse-Hinds under Fred Skeel and, 
in 1914 was selected by George 


Hughes as sales manager of the 
Hughes Electric Heating Co., holding 
this position until the company was 
taken over by the General Electric 
Co. 

Returning to his native state, Mr. 
Fagan bought out the Pacific Whole- 
sale Co. and served as its president 
until this year. 

Vv 


Plymouth Rubber Makes British 
Connections 

The Plymouth Rubber Co., Can- 

ton, Mass., has become associated 

with Rotunda, Ltd., Denton, Man- 

chester, Eng., and on or about April 


1 will start to manufacture Plymouth - 


tapes in England. In announcing this 
new connection, Walter H. Bieringer, 
vice-president, stated, ‘““We have built 
up a tremendous business in England 
on Plymouth tapes and, due to the 
British propaganda insisting that they 
“Buy British,” the rate of exchange, 
and the tariff, we feel that we will 
have to manufacture in England in 
order to hold the market that we have 
dominated for so long.” 

Mr. Bieringer plans to leave short- 
ly for England to start production in 
the British factory. 


v 


Richards to Represent New York 
Insulated Wire 

George Richards & Co., Inc., 557 
W. Monroe St., Chicago, has just 
been appointed sales agent for the 
New York Insulated Wire Co. of 
Wallingford, Conn. A complete stock 
of rubber covered wires and cables, 
lead encased cables, cords and tele- 
phone wires, also friction and rubber 
tape, all manufactured by this com- 
pany, is carried at Chicago. 

The rubber covered code wires will 
include a complete stock in smaller 
sizes of flame-resisting type. 

The states covered by George Rich- 
ards & Co. are Illinois, Indiana, Wis- 
consin, Iowa and western Michigan. 


Wanamaker to Direct ‘Sentinel’ 
Radio Sales 


Duane Wanamaker, formerly vice- 
president of the Grigsby-Grunow Co. 
of Chicago, has joined the organiza- 
tion of the United Air Cleaner Corp., 
manufacturers of “Sentinel” radio 
receivers and automotive equipment. 
He will begin his duties immediately. 





Duane Wanamaker 


Mr. Wanamaker will have the title 
of director of sales promotion, but 
his activities will be of a widespread 
nature in furthering the interest of 
United, both from the standpoint of 
sales and publicity, according to an 
announcement by F. F. Paul, vice- 
president and general manager. 

Mr. Wanamaker associated him- 
self, at the very beginning of public 
interest in radio with several publi- 
cations featuring radio merchandise. 
For the past five years he had com- 
plete charge of all publicity, promo- 
tion and advertising for both “ Majes- 
tic” radios and refrigerators and was 
responsible for many of the spectacu- 
lar sales methods of the Grigsby- 
Grunow Co. 
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New Automatic Washer 
Distributors 


The Automatic Washer Co. of 
Newton, la., manufacturers of elec- 
tric washers and electric ironers has 
announced recently a number of dis- 
tributor appointments. The Eisen- 
brandt Co., Inc., Baltimore, Md., and 
Washington, D. C., is the most recent 
connection, while others appointed 
since the first of the year include: F. 
D. Pitts Co. Boston; Northern Dis- 
tributing Co., Newark; Capitol City 
Distributing Co. of Albany, and Spe- 
cialty Wholesalers’, Inc., of Buffalo. 

In the middle west the Goodlin 
Radio Co. of South Bend, Ind., and 
the Capitol Electric Co. of Indianapo- 
lis, Ind., are just getting their activi- 
ties on Automatic washers and ironers 
under way. 

On the west coast, Stubbs Electric 
Co. of Portland, Ore., and Homer 
King, Inc., of Tacoma and Seattle, 
Wash., have been added to the list. 


v 


Additional Distributors An- 
nounced by Electromaster 
Electromaster, Inc., has recently 
announced the appointment of the 
Norge Nester Co., Inc., of Jackson- 
ville as “Electrochef” distributors for 
Florida and southern Georgia. 
The Republic Radio Co. of Detroit, 
with a branch in Grand Rapids, also 





Three Division Foursome: Here we have the manufacturer’s man, the wholesaler 
We don’t know who were partners. The happy smile belongs 
to Ivar H. Stockel of the Benjamin Electric Mfg. Co. 
to him is Leo Ruggenach, electrical contractor. 


and the contractor. 


Norge distributors, will handle “Elec- | 
trochef” ranges in the Michigan ter- | 
ritory. | 

Lindeman-Hoffer, Inc., refrigera- | 
tion distributors of St. Louis, will | 
cover the surrounding Missouri and | 
Illinois territory on this range line. 

Louis R. Swenson, formerly sales | 
manager of the Thor Pacific Co., | 
Los Angeles, has been appointed west | 
coast district manager for the sale | 
of “Electrochef” ranges. 


v 


Altorfer Bros. Selects Specialty 
Distributors 


In the past few weeks the Altorfer 
Bros. Co., Peoria, Ill., has appointed 
the following 15 distributors on 
“ABC” washing machines, most of 
whom are radio wholesalers: Arnold 
Wholesale Corp., Cleveland ; Bigelow 
& Dowse Co., Boston; Brown Elec- 
tric Co., Oklahoma City ; Brown Sup- 
ply Co., St. Louis; Edmond, Inc., 
Poughkeepsie; E. J. Edmond Co., 
White Plains; Elliott Sales Corp., 
Binghamton; Radio Distributing Co., 
Detroit and Grand Rapids; Radio 
Specialty Co., Milwaukee; A. A. 
Schneiderhahn Co., Des Moines; 


Philip Werlein, Ltd., New Orleans; 
E. A. Wildermuth, Brooklyn; Tracy- 
Wells Co., Columbus; Bond Rider 
Jackson Co., Charleston, W. Va., and | 
Smith Radio Corp., Louisville, Ky. 








The sober individual next | 
The inquiring gaze belongs to | 


\V. R. Thompson, city sales manager of the Northland Electric Supply Co., and 
he Clark Gable expression is that of Wm. Leper of Harris Bros., electrical con- | 


ractors. 


All the boys register from Minneapolis. \ 


The Three Ring Story by N.L.G. 


Unseen Value 


Olena rings; one of 
brass gold plated, one 
14 Karat gold and one of 18 
Karat gold. On the surface 
they look the same but 
their intrinsic value is far 
apart. 


Three rolls of tape; to the 
casual inspection they look 
alike, but their real value 
differs greatly. An exhaust- 
ive test will show the dif- 
ference. Another way to 
be sure you are getting the 
value that you pay for is to 
buy from a reputable com- 
pany. Tiffany would not 
sell you a brass ring as gold. 
Nor could you buy an in- 
ferior grade of friction or 
rubber tape from Okonite 
labeled as good tape. Our 
reputation is your safe- 
guard. Panther Friction 
Tape and Dragon Friction 
and Rubber Tape are good 
commercial tapes; buy them 
with confidence. 


Hazard Insulated Wire Works 


Division of 


The Okonite Company 
Passaic, N. J. 
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New Products 


SUPPLIES and EQUIPMENT 











New Manual Starter and Control 
Station 


Class “2510 W6,” a compact and rugged 
a.c. manual starter of water and dust- 
tight construction, is designed to control 
across-the-line single and polyphase mo- 
tors of two h.p. or less. This three-pole 
starter is particularly suited for applica- 
tion where extreme moisture and dust con- 
ditions are encountered. Other outstanding 
features are push button operation, low 
price and compactness. Overload protec- 
















tion is provided by time limit overload 
relays which are front reset and require 
no replacement of parts after operation. 
Tripping of either relay opens all three 
lines. 

Class “9001,” type “BW-13,” a mo- 
mentary type control station of water and 
dust tight construction, is also designed 
for application wherever extreme mois- 
ture and dust conditions are encountered. 
It is available in three designs: type 
“BW-13” marked “start” and “stop;” 
type “BW-13A” marked “start” only, and 
type “BW-13B” marked “stop” only. The 
cast iron enclosure is gasketed to exclude 
water and dust. Write to the Square D 
Co., Industrial Controller Division, 700 S. 
Third St., Milwaukee, Wis. 


Controller for Welding Machines 


A new timing device for spot, projec- 
tion and other forms of resistance weld- 
ers is known as “13101.” The manufac- 




















turer claims extremely accurate timing 
control of the welding operation. Use 
of an electronic tube, it is further stated, 
makes possible an accuracy of bet- 
ter than a fraction of a second and the 
device has an adjustable range up to 16 
seconds. The timing is adjusted by a 
knob inside the enclosing case. It re- 
quires a very small mounting space and 
operates on 110 to 550 volts a.c., 25 to 60 
cycles. Write to Cutler-Hammer, Inc., 261 
N. 12th St., Milwaukee, Wis. 





Noel Polyphase Capacitor Motor 


The Noel polyphase capacitor motor 
has all the advantages of the squirrel 
cage induction motor—high starting 
torque, low starting current, indestruc- 
tible rotor and extremely rugged con- 
struction, the simplest of starting equip- 
ment, no brushes, commutator or mov- 
ing contacts of any sort. In addition, 
it possesses the following advantages 
over the ordinary polyphase induction 
motor—unity or 80% leading power 
factor, higher starting torque, lower 
starting current, increased efficiency, 
and less slip with a resulting higher full 





load speed. The capacitors used are the 
oil filled, oil impregnated, hermetically 
sealed type with individually fused sec- 
tions. They are assembled in steel cases 
with conduit connections for mounting 
on the wall or any convenient location. 
This new motor is built in various types 
to meet all starting torque classifica- 
tions including across-the-line starting 
in all sizes and speeds up to 200 H.P 
at 80% leading or unity (100%) power 
factor. Write to the Ideal Electric and 
Mfg. Co., 600 E. First St., Mansfield, O. 


Type "RB" Repulsion-Induction 
otor 


Type “RG” motors are_ repulsion- 
induction motors according to N.E.M.A. 
classification—that is, the rotor in addi- 
tion to having a wire winding also has 
a “permanently short-circuited squirrel- 
cage winding.” One of the salient fea- 
tures of this motor is its exceptional 
torque characteristics; a smooth speed- 
torque curve, without abrupt fluctua- 
tions, throughout the entire operating 
range—well adapted for severe starting 
duty. Other points are: low starting- 
current; close speed-regulation; positive 
operation on low voltage; high power- 
factor; excellent commutation, long 
brush-life, and no internal short-circuit- 
ing or brush lifting mechanism. Write to 
the Wagner Electric Corp., 6499 Ply- 
mouth Ave., St. Louis, Mo. 
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National Electric Products 
Divorces Subsidiaries 
Reflecting the prevailing trend to- 
wards increased specialization in in- 
dustry comes the announcement of a 
completely new alignment of the fab- 


ricating subsidiaries of the Phelps | 


| 


Dodge Corp. A new unit in the form | 


of a vertical combination, the Phelps 
Dodge Copper Products Corp., is 
launched as the backbone of the now 
complete “mine to market” organ- 
ization. 


The name of the present fabricat- | 


ing subsidiary, National Electric 
Products Corp, will hereafter be the 
corporate title of the National Metal 
Molding Division of the company, 
only. National Electric Products 
Corp. will have its headquarters at 


Pittsburgh, and be under the direc- | 


tion of W. C. Robinson, president. 


A new corporation, the Phelps 
Dodge Copper Products Corp., head- 
ed by Wylie Brown as president, will 
take over and operate the other fab- 
ricating divisions of the company’s 
business. These include the Ameri- 
can Copper Products Division, the 
British American Tube Division, and 
the P-M-G Metals Division. 


Habirshaw Cable & Wire Corp., 
of which Wylie Brown is also presi- 
dent, will operate as a subsidiary of 
Phelps Dodge Copper Products Corp. 


v 


Burgess Increases Sales Offices 
In order to effect a quicker and 
better service to all customers, the 
Burgess Battery Co. has opened up 
complete sales offices in New York 
City at 202 E. 44th St., and in Kan- 
sas City, Mo., at 2035 Main St. 
Chicago offices continue to operate as 
a district office only, as general offices 
have moved to Freeport, IIl., where 
the factories of the battery division 
are located. Warehouses will also be 
maintained at these points. 

All manufacturing activities of bat- 
teries, flashlights, snaplights, lanterns, 
etc., will be concentrated at the Free- 
port, Ill., factories. Manufacturing 
of automobile mufflers, carburetor in- 
take silencers, and all acoustic prod- 
ucts will be concentrated at the 
Madison, Wis., factories. 

Branch offices operating under the 
direction of the above three named 
district offices will also be maintained 
where warehouses are located—Bos- 


ton, Atlanta, Minneapolis, Los An- | 


geles, and San Francisco. 











Fretz-Moon Conduit is threaded to fit true and fast. Uniform 
low-carbon steel that cuts easily, precision threading machines, 
sharp modern dies, and, above all, the watchful care that fol- 
lows every step in the Fretz-Moon plant, produce sharp, clean, 
accurate, deep-cut threads that are a joy to the workman and 
time and money-saving advantage to everyone concerned. 
Choose ENAMELITE, black enameled; ELECTRO GALVITE, 
electro-galvanized; or HOT DIPPED GALVITE, hot galvan- 
ized—and note the ease and speed of fitting on the job. 


FRETZ-MOON TUBE COMPANY, INC. ¢ BUTLER, PENNA. 


TRLTZ-MOON 


RIG/D CONDUIT 








Lighting 
Efficiency 


- - - indoors ) 
and outdoors ee 


Dome Reflectors 


oe 7 
‘ * & 











By living up to its “Quad” Four-Square policy of quality, con- 
venience, economy and up-to-dateness, this line of lighting units 
has won the confidence and preference of the lighting industry. 
The latest achievement of “Quad” alertness is the new Q-D 
Bracket-Lites, the universal unit for area lighting; commercial, resi- 
dential, rural. This adaptable unit is sturdy, attractive, low in 
price and a quick seller. One-piece aluminum casting replaces as- 
sembly of Flange, steam and socket fittings. 

All styles of Q-D Reflectors and Q-D 
globe holders are interchangeable on 
this bracket without disturbing connec- 
tions. 


Write today for descriptive folder. 


QUADRANGLE 
MANUFACTURING CO. 


26 So. Peoria St. - Chicago, II. 





No. 608K 
8” Reversible 





L ii. | 
No. 12K 12” and 14” Shallow Bowl or Dome 














68 


ELECTRICAL WHOLESALING 








SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


” New Products 
SUPPLIES and EQUIPMENT 











Wireless Lighting Fixture 

The new “Duplexalite Bettalite” is avail- 
able in a choice of two designs and 
screws into a lamp socket same as a 
Mazda lamp. This fixture is easy to in- 
stall—no tools or wiring required. The 
unit uses a 150 watt lamp and provides 
an abundance of glareless light. Write to 
the Miller Co., Duplexalite Division, 
Meriden, Conn. 




















Photo-tube Light Control Unit 


“Electrotec’”’ photo-tube relay has 
been so designed that it will meet any 
possible light control requirements and 
may be set up and operated without 
previous experience. The unit has an 
external adjustment that may be set to 
operate on a change of one tenth of 
one foot-candle of illumination, from 
absolute dark to daylight or for impulse 
operation from light source. It is manu- 
factured in three models to operate from 
a.c., d.c. and batteries. It is equipped 
with cord and plug and with terminals 
for open and closed circuit operation. 
All three models are housed fn a case 
measuring three and a half in. in diam- 
eter and seven in. high. Write to the 
Electrotec Engineering Corp., 180 Madi- 
son Ave., New York City. 


Adjustable Utility Light 
“Wheelalite” is a new adjustable util- 
ity light for use as a mechanic’s work- 
light and inspection light. The lighting 


unit is mounted on q truck equipped 
with four casters so that it can be rolled 
anywhere. The reflector itself is ad- 
justable vertically so that the light can 
be directed wherever desired. The glass 
lens in the mouth of the reflector is pro- 
tected by a wire guard. The low over- 





all height of the unit allows it to be 
rolled right under the running board of 
an auto, making it an excellent unit for 
use around garages and service stations, 
for grease pits and grease lifts and un- 
derneath and around cars when repair- 
ing. The unit accomodates a 75 or 100 
watt inside frost lamp and is wired com- 
plete with socket, 25 ft. of rubber serv- 
ice cable and plug. Write to the 
Wheeler Reflector Co., Dept. 5, 275 
Congress St., Boston, Mass. 


Adapter for Dual-Purpose 
Lighting 
Dual-purpose lighting, a combination 
of general interior illumination plus 


sera : : j 











ultra-violet irradiation, is possible with 
the ‘‘Violite” adapter. This consists of 
a socket for a Z00-watt ballast lamp and 
an aluminum reflector and socket for a 
type “G-1” ultra-violet glow lamp. No 
transformers or other equipment are 
necessary. To install the “Violite” adapter, 
it is necessary only to remove the cap at 
the bottom of a standard 14-in. “Solux” 
globe and screw the adapter into the 
socket of the regular lighting lamp. The 
reflector at the bottom of the adapter 
closes the hole in the bottom of the globe. 
Write to the Westinghouse Electric and 
Mfg. Co., Room 2-N, East Pittsburgh, Pa. 


Range Switch and Test Blocks 


These meter connection test blocks with 
standard test links and spacings have four 





SN¢ 


meter loops which run directly into the 
meter without cross-over, at the same 
time preserving the standard arrangement 
of “line’’ links on the outside of the block 
and “load” links on the inside. Catalog 
number is 900312. 





The combination entrance and range 
switch with branch lighting circuits is of 
the accessible main fuse, non-meter test 
type. A distribution panel in one cabinet, 
having both an upper door over the main 
externally operated entrance switch and a 
lower door, gives access to the range and 
branch lighting circuits. Top end of cabi- 
net is provided with standard N.E.L.A. 
meter twist-outs and knockouts. Write to 
the Bull Dog Electric Products Co., 7610 
Jos. Campau Ave., Detroit, Mich. 
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SHERMAN 
Set Screw 


CONNECTORS 


























ADE from solid brass 

rod by Sherman Preci- 
sion Method. 

Each size plainly marked 
for easy stock keeping and re- 
ordering. 

Screws heavily rust-proofed. 
Sherman Connectors can be 
used over again when removed 
from temporary work. 

Neatly boxed and plainly 
labeled thereby insuring you 
of neat shelf stock. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 















SALESMEN— 
WHAT IS YOUR 
HOBBY? 


Fishermen, 
Golfers, 
Hunters, 
Bowlers, 


and others 





Send in Your Snapshots 
to 


ELECTRICAL 
WHOLESALING 











New Distributors of 
Standard Ranges 
The Standard Electric Stove Co., 
Toledo, O., announces the follow- 


ing new distributors: Home Electric | 


Co. of Tacoma, Wash.; B. W. Smith, 
Inc., of Cleveland, O.; Columbus 


Ignition Co., of Columbus, O.; H. | 
E. Saviers & Son Co., of Reno, Nev., | 


and the Smith-Winchester Co. of 
Jackson, Mich. 

This manufacturer is conducting a 
“Range-A-Week” campaign in which 
each dealer sets a minimum quota of 
a range per week per salesman. This 
campaign started March 1, and has 
already gained considerable momen- 
tum. 

v 


Malbin Vice-President of Ameri- 
can Standard Fuse 

The many friends of W. K. Malbin 

will be interested in learning that he 

has been appointed vice-president of 

the American Standard Fuse Corp., 

a subsidiary of the American Gas 





Machine Co., Inc., Albert Lea, Minn. | 


Mr. Malbin’s headquarters will con- 
tinue to be at 14109 Merchandise 
Mart, Chicago, as heretofore. 








Wins Four Successive Pennants:—_Norge 
Corp. of Detroit, manufacturers of 
“Rollator” refrigeration, has a champion 
bowling team, known as the “Norge 
Rollators.” They have won four suc- 
cessive pennants and hold the Detroit 
city record of winning 27 straight games 
with a combined average of 982 pins per 
game. Every member of this club has 
rolled one or more perfect games. The 
members of the team are shown in the 
accompanying illustration: Reading from 
left to right, they are (standing), Frank 
Ashley, Wm. Holyburton and Tom 
Holey. Sitting—Herman Bengell, cap- 
tain, and Anthony Wilkins. 


| 
| 


| 














OU will find the @ 

Man is a “Consult- 
ant in Selling’ and very 
helpful at all times, not 
only to aid you in an 
actual sale, but also to 
define the successful € 
method of panelboard 
presentation. The order 
for @ panelboards 
brings in, as a rule, the 
order for the staple 
goods. Concentrate on 
them and watch your 
sales increase. 


Send for the @ catalog. 


Prank Adam 
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* New Products 
APPLIANCES and SPECIALTIES 











New Line of Washing Machines 


Three of the new models in this line 
are of the wringer type, while the fourth 
is a centrifugal dryer type washer, model 
“S-5.” All models except “29A” have the 
exclusive invertible “Duo-Disc” agitator. 
When used in the submerged or down 
position the agitator washes a few pieces 
in a small amount of water, or the usual 
tubfuls, or it may be inverted and used 
in top position for occasionally washing 
heavy, bulky pieces such as blankets. All 
five washers have porcelain enamel tubs; 
model “22” suntan, model “34” mottled 
blue and white, models “35” and “S-5” 
ivory. Models “29A,” “34” and “S-5” 
have round tubs; models “22” and “35” 
curvilinear shaped 
tubes (curved sides 
and rounded cor- 
ners). Model 
“290A” is equipped 
with segment gear 
and worm drive. 
Models “22,” “34” 
and “35” have cable 
and worm drive. 
“V” belt from mo- 
tor to worm drive 
pulley is a feature 
on models “29A,” 
oe Oa “ss. 
Model “S-5” agita- 
tor is driven by seg- 
ment and pinion. 
The speed re- 
duction is made through the belt, a large 
slow moving worm and a worm gear. The 








extractor mechanism is connected to main 
gear case with an extension shaft. Safety 
control on dryer basket; cannot start until 


cover is closed nor opened while dryer is 
running. A simple, sturdy pump constantly 
drains water from dryer tub to washtub. 
Washer and dryer tubs may both be 
emptied to sink by hooking curved, 
swivel hose nozzle of discharge hose to 
sink. Top frame die-cast in one piece, 
zine alloy; rigidly anchored to tubs by 
six nickel plated vertical tie rods extend- 
ing down to a one-piece base. Models 
“22,” “290A,” and “34” have “Chamber- 
lain” wringer with 2% in. balloon rolls. 
Model “35” has massive Lovell pressure 
cleanser, chromium plated with 2% in. 
balloon rolls. Suggested retail prices: 
model “29A,” $69.50; model “22,” $89.50; 
model “34,” $99.50; model “35,” $139.50, 
and model “S-5” spinner, $149.50. Write 
to the Automatic Washer Co., Newton, Ia. 


Refrigerator with "Floated Unit" 


The “Floated unit” of this refrigerator 
is installed in the top of the cabinet and 





is removable in less than two minutes. 
Mounted on one piece steel bases sus- 
pended or “floated” on four large steel 
springs, it eliminates any possibility of 
metallic sound or vibration traveling 
through the cabinet or unit. The cold 
control is adjustable to nine points of 
temperature and has automatic “on” and 
“off” switch. Other outstanding points 
are: sulphur dioxide refrigerant; dry 
expansion type cooling unit; specially 
designed 1/6 h.p. refrigerator motor; con- 
denser has radiation surface of 1080 sq. 
in.; supply tank of seamless steel with 
ends brazed in; piston type compressor, 
and automatic expansion valve. Listed at 
$99.50. Write to the Grinnell Washing 
Machine Corp., 111 Main St., Grinnell, Ia. 


Two-Oven Range 


For the family whose cooking require- 
ments exceed the capacity of one oven 
the two-oven “Electrochef BM-24” is 
ideal. There are four surface cooking 
elements. Both ovens are automatic and 
three-way receptacles are provided so 
that either hand-wound or synchronous 
electric timer clocks can be plugged in 
without additional equipment. The finish 
is in green or white porcelain enamel. 





Standard equipment includes: a four in. 
by 18 in. backplate shelf; four condi- 
ment jars; two smokeless broilers; two 
receptacles for timer clocks, and two 
automatic oven control thermostats. 
Write to Electromaster, Inc., 1803 E. 
Atwater St., Detroit, Mich. 


"B'" Power Unit for Automobile 
Radios 


This “B” power unit, consisting prin- 
cipally of a dynamotor and filter, operates 
off the standard six volt “A” battery of 
automobiles and delivers 180 volts, direct 
current. The unit takes no current from 
the “A” battery except when the set is 
in operation and then only approximately 
two amperes which is about as much 
current as a small parking light uses. 
The wax-sealed filter pack of the unit 
eliminates commutator interference. Both 
the dynamotor and the filter pack are 
rigidly mounted on a steel base plate and 
a metal cover fits snugly over the entire 
unit, protecting it. The dynamotor is rub- 
ber mounted to prevent vibration. Write 
to the Emerson Electric Mfg. Co., 2012 
Washington Ave., St. Louis, Mo. 
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Electric Firm Is Incorporated 

The Broark Manufacturing Co., a 
new Toledo organization which has 
opened a plant for the manufacture 
of electric toasters and other electric 
household utensils, was incorporated 
recently with authority to issue 250 
shares of no par stock. Incorpora- 
tors are Fern Griswold, Lenore Wy- 
lie and Florence Hastings. 


Vv 
La Marque Takes Over Western 
Electric Agency 


James La Marque, who has been 
active in the radio field for many 


years and who became sales manager | 


of the Manhattan Electrical Sup- 
ply Co. a few months before its re- 
cent liquidation, has taken over an 
agency for the research products of 
the Western Electric Co. 

He is handling their line of public 
address, centralized radio, broadcast- 
ing and audiophone equipment in 
Westchester County and Connecticut, 
with temporary headquarters at the 





Graybar offices in Mt. Vernon and | 


New Haven. 
Vv 


Taufenback to Represent Manu- | 


facturers on Coast 

Coincident with his announcement 
that Western Radio, Inc., of Los 
Angeles, has discontinued operations 
after retiring all outstanding obliga- 
tions, L. E. Taufenback states that 
he contemplates no further activities 
in the distribution field. As a direct 
factory representative he plans to 
render his manufacturers an inten- 
sive merchandising service based on 
his thorough knowledge of sales con- 
ditions and possibilities in California. 


Vv 


C. L. Steber Opens 
Chicago Agency 

The Electric Distributing Co., 
‘manufacturers’ representatives cat- 
ering exclusively to wholesalers,” 
with offices at 605 W. Washington 
Blvd., Chicago, is a new manufac- 
turers’ agency established by Clar- 
ence L. Steber. 

This firm, according to Mr. Steber, 
will deal only with those manufac- 
turers who maintain a strict whole- 
saler policy. Representatives are 
already established in Detroit and 
Minneapolis and negotiations for 
representation in Indianapolis, St. 
Louis, Kansas City and Denver are 
under way. 





this 2-WATT NEON GLOW LAMP 


is a big profit item for jobber and dealer 


As a night light in the home—in bathroom, 
nursery, sick room, cellar stairs, for lighting 
house numbers and many other uses—the 2-Watt 
Neon Glow Lamp has already achieved nation- 
wide demand entirely without advertising. 
Today it is being nationally advertised to 
4,500,000 readers of Collier’s Weekly, Good 
Housekeeping, Parents Magazine and Hygeia. 

So you can be very sure of an increasing 
demand during 1932 for this extremely eco- 
nomical and highly useful night lamp. And a 
generous margin of profit! Order today! 
General Electric Vapor Lamp Company, 891 
Adams Street, te, aa New Jersey. 





A colorful counter-window display 
card with easel is available for 
dealers. Also attractively illus- 
trated folders. Specify quantity 
desired when ordering lamps. 


513 © 1932, G. E.V.L. Co, 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 





Beating Competition 


with Brains 





Competition is tough in the electrical 
contracting business these days; and 
every day it gets worse. Successful 
contractors have found they can 
beat fly-by-night competition best 
by using their brains, and by educat- 


ing their responsible employes. You 


can help your head men to keep 
abreast of the times and save you 
money by sending each his own copy 


of ELECTRICAL CONTRACTING. 
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Two-Compartment Refrigerator 


Instead of one main compartment this 
refrigerator has two—completely insu- 
lated from each other—a large upper 
compartment for food storage, a smaller 
lower compartment for freezing, quick- 
chilling and frozen storage. This is sup- 
plemented by another change—the freez- 
ing unit has been built into the lower or 
freezing compartment. The food storage 
compartment is refrigerated by a special 
fin type cooling coil of its own. It is 
claimed that by placing the freezing unit 
in its own separate insulated compart- 
ment the air in the general food storage 
compartment retains its normal humidity. 
There are no complications, it is claimed, 
in either its processes or refrigerating 
machinery. The refrigerating cycle is 
controlled by a thermostat in the food 
storage compartment. Because of the in- 
tense cold always available at the freez- 
ing unit, no manual temperature controls 
are necessary, hence this refrigerator is 
fully automatic in operation. Write to 
the Tricold Refrigerator Corp., 296 Dela- 
ware Ave., Buffalo, N. Y. 


Focusing Hand Lanterns 
These two new, economical-to-operate 
battery-operated focusing hand lanterns 
are identical in appearance and operation 





except for size. One using four No. one 
“Uni-cel” flashlight batteries while the 
other uses four No. two “Uni-cel” flash- 


light batteries. Outstanding features are: 
focusing beam; triple battery life due to 
series-multiple battery operation; easy to 
replace batteries; heavy gauge metal 
throughout; easy to operate toggle switch ; 
fire alarm red enamel finish; two heavy 
gauge metal handles for carrying or 
hanging; brass reflector and lens ring in 
polish nickel plate; uses standard “Uni- 
cel’”’ flashlight batteries, and No. 14 Mazda 
lamps. Write to the Burgess Battery Co., 
Dept. A, 202 E. 44th St., New York City. 


Midget Electric Clock 
for Radio Sets 


This midget model is a simple and 
compact clock that fits into any radio 





set, range or other device where accur- 
ate time is needed. The diameter of this 
clock, including the outside diameter of 
the bezel around the dial is-three and a 
quarter in., while the overall dimensions 
from the panel face to the back of the 
movement is two and a quarter in. On 
the lower part of the bezel is a resetting 
knob which can be pulled out and 
turned to set the hands of.the clock. 
When an interruption in the power oc- 
curs the little red signal appears in the 
opening under the figure 12 to show 
that the clock is wrong and should be 
reset. Since the Telechron motor is 
self-starting, the clock will start after 
the current has been resumed; it will 
be slow only in the amount of time that 
the current was actually interrupted, 
which, in many instances, may not ex- 
ceed a few seconds. Write to the War- 
ren Telechron Co., 513 Main St., Ash- 
land, Mass. 


Vv 
Coin Meter for Refrigerators 


With the “Lektrometer” purchasers of 
an electric refrigerator on the 25 cents- 
a-day plan may deposit 10 “quarters” at 
once. The New Haven-Westinghouse 
electric clock with which this metering 
device is equipped has a self-starting 
synchronous motor. The clock operates 
at all times and is not affected by de- 
frosting. On the side of the meter is a 
defrosting switch. A _ tell-tale signal 
lights up when there is no coin in the 
meter and also during defrosting 
periods. Write to Shay-West, Dept. 
WJ2, 616 S. Michigan Ave., Chicaga. 





Radio Resistors in Handy 
Kit Form 


Service men and radio experimenters 
offer a ready market for this metallized 


resistor replacement kit. A handy box 
with sliding cover contains 20 one watt 
resistors of the most used resistance 
values from 500 ohms to three meg- 
ohms. By following the instructions 
packed with each kit, thousands of re- 
sistance values may be obtained to meet 
precise requirements. The factory seal 
applied to this certified kit insures new 
and genuine resistors of the indicated 
values. Write to the International Re- 
sistance Co., Dept. J-3, Philadelphia, Pa. 


Insulated Flashlight 


The “Ray-O-Vac” insulated rotomatic 
flashlight is available in two sizes, two- 
cell and three-cell, and in two head types, 





floodlight and spotlight. Through an ex- 
clusive process of rubber plating, all 
metal parts of the case are insulated, the 
insulation adhering to and becoming an 
integral part of the case. The extra 
heavy insulation gives added protection to 
the case when handled roughly or thrown 
in with other tools. This unit is not sub- 
ject to damage caused by corrosion or 
leakage of batteries. The switch unit is 
guaranteed against breakage. Write to 
French Battery Co., General Sales Offices, 
20 N. Wacker Drive, Chicago. 


Condenser Service Kit 


To facilitate the replacement of worn- 
out condensers in radio sets is the pur- 
pose of this special service kit, containing 
25 assorted sections for by-pass and filter 
block repair work, ranging from .1 to .2 
mfd., and from 200 to 400 volts. The 
condensers are thoroughly impregnated 
and provided with handy leads for con- 
nections. Write to.the Dubilier Condenser 
Corp., No. 501, 4377 Bronx Blvd., New 
York City. 
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DEALERS ARE 
ORDERING 
EVERY WHERE 


DALLAS 
AIRPLANE 







Operation 


Good Profit Per Fan 
Big, Volume Sales 


A MONEY MAKER FOR DEALERS 
No sales slump on this fan! It fits 
today’s need of better ventilation 
at low cost. Nets dealers more 
money—a big seller. 1931 greatest 
year. A proven producer. Dealers 
are ordering everywhere. Write for 
proposition. 


Sold Thru Jobbers 


DALLAS ENGINEERING 
CORPORATION 


1118 Hall St. - Dallas, Texas 


| Crawford 
| catalog and two recent bulletins of sea- 














McClure Salesmanship Course. Shows natural rE 


way. No high pressure. No fantastic ideas. Prac- 
tical common sense. Clears up mysteries. Refresh- 
ingly new. For men, women, all ages, experienced 
or not. Study at home. Low cost. Easy terms. 
By O. J. McClure, Founder McClure Method Sales 
Training, Lecturer, Author “Practical Selling.”” Tear 
out this ad. Send for specimen lesson free. 


0.J.McCLURE,Rm.1025, 400 Deming PI.,Chicage 











SUPERIOR 
PORCELAIN 
| for 

Better 
Installations 
Nail 
Assembled 
Knobs 


Tubes 


Special 
Porcelain 





Cleats 
Write for Prices 


SUPERIOR PORCELAIN CO. 
Parkersburg, W. Va. 

















Latest Trade Literature 


Inc Evectric VENTILATING Co., 2850 N. 
Ave., Chicago—A new Ilg 


sonal interest discuss the subjects of 
Ilg propeller fans, The “Ilg-Kold Ice 
Kooler” and the Ilg attic ventilator. 


WacNER ELectric Corp., 6400 Plymouth | 


Ave., St. Louis—A new 22-page bulle- 
tin on squirrel-cage motors, Bulletin 174. 
The bulletin describes the seven types 


| of squirrel-cage motors, gives applica- | 


tion tables, speed-torque curves, com- 


illustrations, pages in color and sug- 
gested resale prices, is announced. Con- 
fidential price sheets for the trade are 
also ready and, in addition, this com- 
pany has prepared special catalog sheets 


covering individual specialties of inter- | 


est at this season. 


MILLER Co., IVANHOE Division, Meriden, 


| Conn.—A new 62-page catalog of com- 
| mercial lighting, glassware and fixtures, 


No. 820, illustrates all of the standard 
items as well as many new items that 
have been added. Of particular interest 
is the complete showing of “Duo-Pur- 
pose” ultra-violet lighting equipment 
for both the type “S-1” and type “S-2” 
Mazda sunlight lamps. Illustrations of 
important installations are also shown 
as well as complete installation data. 


| Four new lines of indirect lighting units 
| are also illustrated. 


CorcorAN-Brown Lamp Co., Cincinnati, | 


O—Bulletin No. 56 illustrates and de- 


scribes the company’s complete line of | 


outdoor meter connection test cabinets 
and switches. 


DUBILIER CONDENSER Corp., 4377 Bronx 
Blvd., New York City—The new 


“Power Factor Correction” bulletin is | 


a simple discussion of the true meaning 
of power factor and how it can be cor- 
rected by static condensers in conveni- 
ent, inexpensive, unit form assembled 
and mounted to meet any requirements. 
The bulletin contains an ingenious scale 
whereby the condenser capacity re- 
quired for any given power factor cor- 
rection may be instantly determined. 


OHMITE MANUFACTURING Co., 636 N. 
Albany Ave., Chicago— The ‘“Ohmite 
Rheostat Bulletin” No. 12, is an eight- 
page booklet which illustrates and de- 


| scribes the Models “J” and “L” Ohmite 


all-porcelain rheostats. The bulletin makes 
use of section and detail drawings to illus- 
trate very clearly the exclusive features 


| of these rheostats. 





1 YAGERS 


1 
ee 
P| \< 


Many 
buyers on 
your list 





eee a details. It is in loose- | have 
leaf form to permit keeping it up to | 
date at all times. “ used 
PoLyMET MANUFACTURING Corp., 829 E. | no other 
134th St.. New York City—The 1932 | than 
Polymet catalog of radio products has | 
just been issued. It contains complete | Yager’s 
dimension data and drawings which are . 
arranged to be of particular help for Soldering 
the use of dealers and service men. 
Salts 
| DALLAS ENGINEERING Corp., 1115 Hall fos 
| St., Dallas, Tex.—An 18-page sales or more 
manual and catalog on the Dallas air- than 
plane fan line has recently been issued. 
FoLMER-CHAPIN Corp., Rochester, N. Y.: 50 years 
| —A booklet describing the “Insekiller” | —that’s 
line and its application is now available. | 
BEAVER Mrc. Co., 625 N. Third St.. | - proof of 
Newark, N. J—A complete catalog of | goodness 
the entire line and containing many | 


| ALEX R. BENSON, Inc., Hudson, N.Y. 


Since 1873 
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29 


Years 


strict adherence to our pol- 
icy of producing the best in 
quality at an equable price. 

Why not concentrate on 
the Alphaduct line? — your 
contractor customers have 
known it ever since most of 
them have’ been in business. 


ALPHADUCT CO. 
136 Cator Avenue 
JERSEY CITY, N. J. 
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Fine teeth take hold on first 
stroke. Cut starts as easily 
as feed — an auger 


Regular teeth do the cutting. 


You should know more about 
this blade. Write 


The Henry G. Thompson & Son 
Company 





Est. 1876 New Haven, Conn. 








| 
| 
| 
| 
1 

















i 








April, 1932 


ELECTRICAL WHOLESALING 


75 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


This Window Brought 
105 Extra People into 
the Store in Six Days 


“CASH REGISTER ACTIVITY 
Not only Sold All the LAMPS 


that 


Comld Be Bopected . ... 


. .. but it sold other merchandise and added to the 
number of our customers” said Mr. Jerradd, Lee 


Road Electric Company, Cleveland, Ohio .. . 


MR. JERRADD’S experience is typical of the way hundreds of G. E. Mazpa lamp 
agents have attracted thousands of customers into their stores with the “CASH 
REGISTER ACTIVITY.” 
For the “CASH REGISTER ACTIVITY” is leading the big parade of cus- 
tomers right through the front door of lamp agents who have put it to work. 
Not only is the “CASH REGISTER ACTIVITY” selling lamps—and selling 
plenty of them—but it is working overtime selling other merchandise as well. 


Everybody needs lamps. Everybody buys lamps. So if your agents go after lamp 
business aggressively they will get the traffic that means more sales and more 


profits. 
And that’s what the “CASH REGISTER ACTIVITY” enables your agents to do. 
It gets people into their stores—sells lamps—sells other merchandise—and makes 
PROFITS for them and for you. 


Make April sales go for an altitude record. Show your agents how they can put 
the “CASH REGISTER ACTIVITY” to work, and make their cash registers jingle 
as merrily as they ever did in boom times. If you don’t have full particulars write 
to General Electric Company, Nela Park, Cleveland, Ohio. 


GEN ERAL @ELECTRIC 
MAZDA LAMPS 
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Lhese Manufacturers are 


helping you to Get Orders! 


On your next call use Electrical Trade Catalogs to help you get the order. Turn 
to this handy file of catalogs in your prospect’s office and point to the lines you carry. 





He will be interested for he knows that these manufacturers have filed their catalog — [ 
data in this handy catalog file for his convenience. This catalog-file is helping him and | | 
thousands of other contractors and contractor-dealers in their everyday buying, plan- | | 
ning, and specifying. | 





Make this collection of catalogs work for you. Here are the manufacturers who | 
have placed their catalogs in the current file— | 


A 

Abolite Reflector Co. 
Ackerman-Johnson Co. 
Frank Adam Electric Co. 
Ambler Asbestos Shingle & 

Sheathing Co. 
American Blower Corp. 
American Steel & Wire Co. 
Ansonia Electrical Co. 
Appleton Rubber Co. 
Artspec Mfg. Co. 


B 
Wallace Barnes Co. 
Bead Chain Mfg. Co. 
Benjamin Electric Mfg. Co. 
Bentley, Harris Mfg. Co. 
Black & Decker Electric Co. 
Black & Decker Mfg. Co. 
Bryant Electric Co. 
Bud Radio, Inc. 
3uffalo Forge Co. 


& 
Central Tube Co. 
Chicago Expansion Bolt Co. 
Clemson Bros. 
Coils, Inc. 
Consolidated Lamp & Glass 


0. 
Continental-Diamond Fibre 
Co. 
D 
Driver-Harris Co. 
Dumore Co. 
Struthers Dunn, Inc. 


E 
Empire Steel Corp. 
Essex Wire Corp. 

F 
Formica Insulation Co. 
Fretz-Moon Tube Co. 
Fullman Mfg. Co. 


General Electric Co. 
Wm. D. Gibson Co. 
Gilby Wire Co. 

Globe Insulated Wire Co. 
Graybar Electric Co. 


H 
H. M. Harper Co. 
Herwig Co. 
Horolectrical Corp. 
Hoskins Mfg. Co. 
Hykon Mfg. Co. 


Ideal Commutator Dresser 


O. 

Ilsco Copper Tube & Prod- 
ucts, Inc. 

Inca Mfg. Div. National 
Electric Products Corp. 

I-T-E Circuit Breaker Co. 


J 
Johnson Fan & Blower Co. 


K 
Ken-Rad Corp. 
Kurz-Kasch Co. 


L 
Leland Electric Co. 


M 
Macallen Co. 
Marbelite Art Products Co. 
Massachusetts Machine 
Shop 
Master Electric Co. 
McGill Mfg. Co. 
Mica Insulator Co. 


N 
National Carbon Co. 
National Vulcanized Fibre 


O. 
Newcomb Spring Corp. 
New England Screw Co. 
Newton Die Casting Corp. 
New York Insulated Wire 

Co. 


J. H. Parker 

Peck Spring Co. 
Precision Castings Co. 
Progressive Mfg. Co. 


R 
Reflector & Illuminating Co. 
Reliance Automatic Light- 
ing Co. 

Reliance Mfg. Co. 

Republic Steel Corp. 
Reynolds Electric Co. 

John A. Roebling’s Sons Co. 


Ss 


Sampson Axcess System, 


Inc. 
Scovill Mfg. Co. 
Shakeproof Lock Washer 


Co. 
H. B. Sherman Mfg. Co. 
Standard Electric Time Co. 
Steel City Electric Co. 
Steelduct Co. 
Steel & Tubes, Inc. 
B. F. Sturtevant Co. 
Superior Mfg. Co. 


i 
Taplet Mfg. Co. 
Union Insulating Co. 


Ww 
Wadsworth Electric Mfg. 


O. 

F. W. Wakefield Brass Co. 

P. Wall Mfg. Supply Co. 

Warren Telechron Co. 

Westinghouse Electric & 
Mfg. Co. 

Wheeler Reflector Co. 

Edwin L. Wiegand Co. 

Wirt Co. 

Wolverine Tube Co. 


Z 
Zenith Electric Co. 
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Installing 


These new low-priced Benjamin Port- 
able Floodlights give you a brand new 
opportunity for breaking into a_profit- 
able business, never before available. 


All Outdoors Your 
Big New Field 


Light up back yards, rock gardens. 
wading pools, alleys, entrances, roadside 
signs, barbecue stands, model homes, 
outdoor decorative and holiday lighting 
of every kind. 


Installing these outdoor lights leads to 
many other profitable lighting jobs. They 
pave the way for the big opportunities 
of today. 


BENJAMIN ELECTRIC MFG. CO. 
DES PLAINES (Chicago Suburb), ILL. 
NEW YORK SAN FRANCISCO 

230-234 W. 17th St. 448 Bryant St. 


Send for this 
Book of Helpful 


Sales Suggestions 


BENJAMIN 
Portable Floodlights 


Junior 
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BENJAMIN 





Benjamin 






for 75 and 
100-W att 
Lamps 


Porcelain Enam- 
eled Reflector 











Benjamin 
Senior 

for 150 and 
200-Watt 
Lamps 
Porcelain Enam- 


eled Reflector 












Benjamin 
Utility 
for 150 
and 
200-W att 
Lamps 
Aluminum 
Reflector 
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ABSOLUTELY 





AUTOMATIC 


ROLL-A- WAY 
CORD 


THE MODERN CORD FOR ELECTRICAL APPLIANCES 
Ame... . Profitable Seller 


Roll-A-Way opens a new market for live 
Jobbers . . Dealers .. Contractors. It creates 
new enthusiasm because it is something the 
public has always wanted--at a popular price. 





The Roll-A-Way cord was primarily de- 
signed for electric irons, but there are many 
other applications . . on portabletools.. for 
trouble lights . . on dictating machines . . in 
fact any place where an inexpensive cord 


reel would be handy. 


By using the ball adjuster a ten foot cord 
is immediately available. 








Write for prices and complete information today 





{Made in four popular colors} 


TRICO FUSE MFG. Co. » » » « « « Milwaukee, Wis 
—“é$ LL TE ae a ae 











